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tough Proofs 


“Today’s copywriter is not only 
ot timid but has become a vir- 
,al terrorist,’ declares Walter 
eir. 

With Dr. Starch at his side, he 
sn’t afraid of anybody. 


oe F< 
SEP gladdened the hearts of 
many a lowly editor constantly 
grassed by typographical errors 
hen it credited C. E. Hooper in 
picture caption with making 
(000 telephone calls a year. 

7 FY 
And the same Hooper epic re- 
red to another research expert 
esignated as “A. C. Neilsen,” who 
; more familiar to people in the 
ivertising business as A. C. 
‘ielsen. 


~ wae 
The Post described Claude 
mest Hooper as “the biggest man | 
, radio,” but Hoop himself would | 
e the first to insist that it’s the 
onsor. 

vvy 
John L. Lewis always tells the 
val operators that no contract 
eans no work, but the ITU has 
uit work on Chicago newspapers 
nther than sign a contract. 


> Wie | 
Farm families, says Farm Jour- 
il, “eat three hearty meals a 


FROM NOW UNTIL 
THANKSGIVING A 
—FREE— 


Terkey Will Be Given \NOMe—<anemee 
Away With Each 
Every 


YOUR CAR AND THANKSGIVING DINNER 
HURRY! HURRY! HURRY! 
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Many Others To Choose From 


CENTRAL MOTORS 


“Your Downtown Used Car Dealer” 
1197 Mala St. t Tel. 2-0538 


North American Steppes 
Yield Gold to Mr. Tilley 


But 'New Yorker’ Sticks 
to Harold Ross' Slant 
on Metropolitan Life 


By LAWRENCE M. HUGHES 

New YorkK—Probably the only 
thing Harold Wallace Ross ever 
wrote in its:entirety for The New 
Yorker was a statement in its 
first issue, Feb. 21, 1925: 

“The New Yorker [will have] 


GIVEAWAY — In his newspaper ads 

just before the Thanksgiving holiday, 

this Hartford used car dealer offered 

a free turkey with each purchase of an 
auto. 


Gov't Leaders 
Rally to Balance 
Home-Front Ledger 


Inflation ‘Cures’ 
Needed, Eccles 


Warns Congress 


ay,” and maybe that’s how those | 
on-fed gals from Ioway get that | 
ay. 

vvy 


WASHINGTON — Alarmed by re- 
ports of threatened shortages and 
higher prices, half a dozen con- 


'gressional committees last week 
were trying to work out economic 


Increased payments. to talent | policies to maintain stability at 


ave boosted radio costs and nar- 
wed its advantage as an adver- 
sing buy, says Frank Barton. 
Maybe the sponsors of the Quiz 
ds have the answer. 


vvy 

“Peach dessert to be promoted 
y three sponsors,” says the news 
tory. 

If it’s that good, let’s try it. 
vvyr 

In Dayton, reports the News, 
k% of the families eat margarine. 
And unfortunately they have to 
kta lot of taxes along with it. 


9 

Amos ’n’ Andy are moving on- 
ard and upward in the Hooper- 
lings, which makes one wonder 
hat ever happened to W. Win- 
nell’s great campaign to elimi- 
tle dialect comedy. 


. oe” 

‘Twenty firms gave away $1,- 
,000 in °47 contests,” reports 
’ world’s greatest advertising 
burnal. 


lf Virginia had only waited, she 
uuld have got the answer to her 


mous question, “Is there a Santa 


laus?”? 


Re : 

A Pittsburgh agency looking for 
Girl Friday offers “pleasant as- 
“lates, a chance for a capable 
'o make a life-time connec- 
where she will be appreci- 


unds like an irresistible pro- 


> oS F 
Nor thwestern’s football entry 
{a terrible season. All it ac- 


D.ished was beating both the 
Ss that competed in the Rose 
‘l last New Year’s Day. 

Copy Cus. 


| home while dollars and supplies 


|are restoring 16 western European | 


countries to a_ self 
| basis. 

Members of the President’s cab- 
/inet and other key administrative 
officials shuttled from one side of 
|the Capitol to the other, making 
|repeated and overlapping pleas for 
|everything from war bond drives 
to full-scale rationing and price 
control at the consumer level. 

The curtain went up Monday 
before the joint 


economic committee with Carl C. 


supporting 


keting division predicting less 


| food supply is authorized. 


Outlines Prospects 


| With less grain for feed, and | 


\higher wheat and corn prices, Mr. 
|Farrington said per capita meat 
|supplies will fall from the pres- 
(Continued on Page 65) 


More Subsidies? 


Farm Group Argues. 
_ See ‘In Washington,’ 
Page 24. Other features: 


Ad-libbing ... » & 


| Advertising in the Test Stage 66 
| Advertising Market Place. . 64 
| Creative Man's Corner. . 16 
| Department Store Sales 54 


| Editorials 2 
| Getting Personal 14 
Information for Advertisers 12 
| Obituaries rity .. 67 
| Photographic Review 63 
| Private Lines . 9 
| Rough Proofs .... ian 
| Voice of the Advertiser. . 58 


Senate-House | 


Farrington of the Agriculture De-| 
partment’s production and mar-| 


meat and higher prices next year, | 
even if full-scale allocation of the | 


a serious purpose but... will 
|not be too serious in executing it. 
It hopes to reflect metropolitan 
life, to keep up with events and 
affairs of the day, to be gay, 
 Dumnerous, satirical, but to be 
'more than a jester. 

| “It will publish facts that 
/will have to go behind the scenes 
ito get, but it will not deal in 
|scandal for the sake of scandal 


|nor sensation for the sake of sen-| 


|sation. .. It is not edited for the 
old lady in Dubuque. It is not 
engaged in tapping the Great 
Buying Power of the North Amer- 
‘ican steppe region by trading 
/mirrors and colored beads in the 
form of our best brands of 
hokum.” 


Mr. Tilley Returns 


Rea Irvin’s drawing of a mon- 
, ocled dandy called Eustace Tilley, 
|'which appeared on the cover of 
the 18,000 copies of that first 32- 
|page issue, will make a 23rd an- 
|nual return in February, 1948. 
| The magazine still reflects what 
|Harold Ross conceives to be met- 
|ropolitan New York life. Although 
70% of the 315,000 people who 


jnow buy The New Yorker live) 


| beyond the pale of the metropoli- 
itan area (including 55 subscrip- 
|tion and three newsstand in Du- 
|buque, Ia.), Ross does not edit 
‘for raw Angelenos or Chicagoans, 
‘or Dubuquers. 

In fact he does not even edit 
for New Yorkers. 
Harold Ross. He makes no sur- 


(Continued on Page 50) 


ST ee eee em et 
Sl aes poe a amy Mee 


Phat 15 cents will buy 


it | 


He edits for! 


MR. TILLEY'S DEBUT—The New Yorker 
struck its promotional keynote with 
this early circulation ad on “The Most 
Personal of Magazines.” Since 1928 
the magazine has conducted no con- 
sistent circulation campaign. Competi- 
tors and copyists have helped to ex- 
pand its readership. 


Nielsen fo Reveal 
‘Top 20° Radio 
Ratings Each Week 


Hitherto 'Secret' 
NRI Figures to Be 
Given to Public 


Cuicaco — The radio ratings 
score, as determined by the Nielsen 
Radio Index, which has hereto- 
fore been kept a careful secret, 
will hereafter be released for 
public use each week. 

The first Nielsen release of fig- 
ures appears on Page 71 of this 
issue. Up-to-date weekly data on 
the leading programs in network 
radio, their audience, cost per 
family reached, cumulative audi- 
ence and other data peculiar to 


\the Nielsen Radio Index, will be 


presented from week to week. 
First printed reference to Niel- 

sen radio data appeared in Ap- 

VERTISING AGE Nov. 17, in a “top 


| 


6 Chicago Dailies 
Start Varityping 
as ITU Strikes 


CurcaGgo—tThe typographical 
/union strike against newspapers 
|here may not have much effect 
‘on advertisers, for a while at 
least. But it looks like a long 
| strike. 

The strike began at 9 p.m. Mon- 
day. The six dailies here had ex- 
pected it would begin about then. 
Slowdowns had delayed issues for 
|several weeks and the Chicago 
Times was even forced to put out 
la varityped and photoengraved 
|issue Friday before last. 
Furthermore, threat of a strike 
|a year ago led several of the 


(Continued on Page 68) 


Last Minute News Flashes 
Wakeman Starts Agency; Takes Ekco Account 


20” report released by Columbia 
Broadcasting System, a Nielsen 
client, allegedly without approval 
or knowledge of the Nielsen or- 
ganization. Publication of the fig- 
ures, however, has resulted in a 
number of requests to the Nielsen 
organization to provide regular is- 
suance—a step which Nielsen has 
considered for some time, and 
which it has now finally resolved. 


(Continued on Page 71) 


Publishers Probe 
Canadian Embargo 
on Some Magazines 


Pulps, Confessions 
Banned, but Canada 
Won't Post 'OK' List 


New YorK—The telephones of 
'the National Association of Maga- 
zine Publishers rang constantly 
last week, with publishers asking 
many questions on one subject— 


Cuicaco—Del Wakeman, who joined Ekco Products Company a/the ban imposed by Canada on 


others whose names have not yet 


assistant Ekco advertising director, will take over Mr. Wakeman’s | 


spot with the company. 


Radio Revenue Increases but Costs Up More 


WASHINGTON—NAB 


research chief Kenneth Baker reported last 


week that radio station revenue was up 8% for nine months of 1947, 


but costs were up 9% 


. The FCC report covering stations and networks 


both, for 1946, showed industry revenue from advertising up 7.7% and 


|costs more than 14% 


(AA, Nov. 17). 


Case Named Ad Manager of Sun Oil Company 


PHILADELPHIA—Storrs J. Case, former owner and operator of a tire 


distributorship at Van Nuys, Cal., 


and previously a vice-president in 


the Detroit office of Grant Advertising, has been appointed advertising 
manager of Sun Oil Company. He has been engaged in advertising and 
sales promotion work in the automotive field for 24 years. 


Tests Sponge Products in Hartford Ads 


New YorK—American Sponge & Chamois Company is testing its 


new Plex cosmetic sponge and Tot 


Kiddie sponge with 400-line adver- 


| tisements twice weekly in the Hartford Courant. Agency is Willard B. 


Golovin Corporation, New York. 


(Additional News Flashes on Page 71) 


year ago as advertising director, after serving as advertising and certain U. S. periodicals Nov. 18. 
sales promotion manager of Magnavox Corporation, will shortly leave | 
to set up Wakeman Advertising, Inc., taking the Ekco account with | 
‘him. Temporary offices are at 200 E. Chestnut St. Associated with 
Mr. Wakeman will be Les Weinrott, radio director and producer, and | 

been revealed. C. Curtis Peterson, | 


The embargo, announced 

abruptly along with a long list of 
other U. S. products either banned 
or subject to heavier taxes, caught 
| both Canadian distributors and 
U. S. publishers flat-footed, and 
freight cars sat at the border. 
_ Last week the association re- 
|\leased memoranda from George 
Lucas, its consultant, to Walter D. 
Fuller, chairman of NAMP and 
president of Curtis Publishing 
Company, in which Mr. Lucas de- 
scribed his own investigation into 
the Canadian situation. 


Extension Is Denied 


It was a gloomy report. The pri- 
mary request made by Canadian 
distributors was for an extension 
of the embargo deadline to Jan. 1, 
in order to solve the problem of 
periodicals in transit and to get a 
clear picture of magazine accepta- 
bility. This request was denied. 
He quoted Order in Council P. C. 
/4678, completely banning 168 ar- 
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ticles, among them: 

“Periodical publications, un- 
bound or paper bound, consisting 
largely of fiction or printed mat- 
ter of a similar character, includ- 
ing detective, sex, western and al- 
leged true or confession stories, 
and publications, unbound or 
paper bound, commonly known as 
comics, but not including bona 
fide supplements used with news- 
papers.” 

The order provides that the de- 
cision of the Minister of National 
Revenue as to whether “any pub- 
lication is included in the fore- 
going description shall be final 
and conclusive.” 

Mr. Lucas’ memo continued: 
“This banning order (as far as 


Complete line of artists’ materials 
Art Books 
Artists’ Rubber Cement 
Moulding Rubber 


S S RUBBER CEMENT CO. 
314M. Michigan Ave. Com. 3373, Chicago 1 


periodicals are concerned) is iden- 
tical with the one issued effective 
Dec. 2, 1940, which remained in 
effect until Aug. 14, 1944. At that 
time it was impossible for us to 
get any modification of the order, 
but we did secure permission so 
that any of the banned publica- 
tions on which subscriptions had 
been paid prior to Dec. 2 could 
move without restrictions. We 
have again taken this up with the 
Customs Department for similar 
permission and will send out no- 
tice to publishers as soon as that 
permission is granted.” 


No Specific List 


Mr. Lucas said officials of the 
Customs Department had refused 
in 1940 to publish a specific list 
of publications which were or 
were not banned, and that officials 
still adhered to this position. He 
said it is fair “to assume that 
publications that were banned in 
1940 will still be banned and those 
that were permitted to enter Can- 
ada will be in the clear.” 

Further concern was felt by 


NAMP at the action of the Asso- 
ciation of American Railroads in 
placing an embargo on “all freight 
shipments that might be banned 
under the order.” Mr. Lucas re- 
peated that a publication not 
banned in 1940 “probably would 
not be banned now.” 

Specific information, said Mr. 
Lucas, can only be obtained from 
the Canadian Department of Na- 
tional Revenue, Ottawa, which 
handles all customs problems. 


Full Effect Uncertain 


The far-reaching effects of the 
order can be visualized from an- 
other part of Mr. Lucas’ report: 
“While I was in the customs office, 
they received a telegram from Sas- 
katoon, asking if Time, Life, Col- 
lier’s and The Saturday Evening 
Post were banned. The depart- 
ment wired them that they were 
not banned, but did not include 
any indication that similar action 
would be taken on what might be 
considered similar publications.” 

Mr. Lucas said, for the benefit 
of publishers who might want to 


What Time of Day 


Do You Hear ’em? 


@ Radio time buyers are no dummies. They know that 
the time to sell to people is when they’re relaxed, receptive, 


responsive. So the topflight programs go on in the evening. 


The same people read newspapers. Based on radio’s 


experience, evening newspapers should get a higher rate 


because they’re evening newspapers. The fact that they 


don’t means you get extra value. 


The Indianapolis News is not only 


an evening newspaper . .. it is also the 


most powerful medium in Indianap- 


olis and the 33 surrounding counties. 


So in 


The News you get a sure-fire 


combination—the best newspaper, 


read at the best time of day. The 


Great 


Hoosier Daily ... ALONE... 


does the newspaper job! 


ae 


—IN DAILY CIRCULATION 


—IN DAILY ADVERTISING 


OWNING AND OPERATING RADIO STATION WIBC 


DAN A. CARROLL, 110 E. 42nd St., New York17 « The JOHN E. LUTZ CO., 435 N. Michigan Ave., Chicago 11 «© JOS. F. BREEZE, Bus. Mgr., Indianapolis 6 
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start Canadian editions, that he 
was told “There will be no ex- 
clusion of plates that publishers 
in the U. S. might wish to send 
to Canada for this purpose. How- 
ever, from such information as I 
could gather, it is doubtful if there 
is much printing equipment and 
there might also be a very serious 
problem of paper supply. . .” 

A NAMP spokesman estimated 
that the Canadian circulations 
lopped off might average 10% of 
total circulations. It seemed a 
high estimate as AA checked pub- 
lishers. 


Presents Strong Case 


Harold Wise, general manager 
of Macfadden Publications, told 
AA that the three Macfadden pub- 
lications okayed for clearance are 
Photoplay, Radio Mirror and 
Sport. True Story, which has 
90,000 circulation or about 4%, in 
Canada, presented a strong case, 
pointing out that 40% of its con- 
tent is now non-fiction and that it 
is recognized as a “service” maga- 
zine in the states. 

This presentation was turned 
down, Mr. Wise said, although the 
magazine was promised considera- 
tion. In the meantime, it was 
thought likely that True Story and 
True Romances, representing a 
combined Canadian circulation of 
150,000, might be printed in Can- 
ada effective with the March is- 
sues. Macfadden, Mr. Wise re- 
called, printed in Canada until 
October, 1946, and at one time had 
four magazines and Liberty (be- 
fore its sale) printed there. “The 
big problem is paper,” he said. 

A. E. Norman, general manager, 
Fawcett Publications, said he ex- 
pected that Fawcett comics and 
detective magazines would be hit 
and “possibly” True Confessions. 
He said circulations involved were 
“not very large,” and that he be- 
lieves the difference will be picked 
up in the states. He said Fawcett 
had discussed a Canadian edition, 
but had been deterred by high 
printing costs. 


No Net Losses Seen 


Both Mr. Wise and Mr. Norman 
emphasized that the drop in cir- 
culation resulting from the Cana- 
dian embargo probably would be 
absorbed in this country. Mr. Wise 
said returns were less than 5% 
and he though Macfadden might 
be “under-distributed,”’ and that 
this status would take care of the 
January and February editions. 

Mr. Norman declared that the 
embargo was “discriminatory,” 
and that it raised the question of 
essentiality which the U. S. 
avoided during the war. 

Dell Publishing Company said 
it was not certain which of its 
magazines would be affected, and 
that “not a very great percentage” 
of its circulation was involved. 

Hillman Periodicals said it still 
was not certain about the status 
of its movie magazines; in fact, a 
shipment was currently under dis- 
cussion at the border. It expected 
that the ban would apply to the 
other classifications as outlined in 
the order. 

McCall Corporation expressed 
itself as resigned to the banning 
of Blue Book, which also went 
under the dominion axe in 1940. 
Since the ban was lifted, Blue 
Book had acquired a 14,000 cir- 
culation in Canada. None of the 
other McCall publications will be 
affected. 

Popular Publications, a major 
factor in the fiction field, had some 
of its officials still in Canada as 
AA went to press. While it was 
said that the Canadian circulation 
is not large—a spokesman placed it 
at “less than 10%”—it was recalled 
that during the war Popular pub- 
lished Canadian editions, and it 
still maintains a Toronto office. 

H. W. Ralston, vice-president 
and secretary of Street & Smith, 
told AA that his company was still 
uncertain about Canada’s action. 


‘Gh 
bide 


ee 


VARIETY SHOW — Pillsbury Mills will 
show these three treats in full-color 
ads in national magazines in January. 

McCann-Erickson is the agency. 


It had requested an extension of 
the deadline until Dec. 31, but had 
been turned down. The company’s 
western, detective, fiction and 
comic books will be affected, but 
not Mademoiselle, Charm, Pic 
and Air Trails, Mr. Ralston said. 
The banned magazines had been 
sold for 25 cents in Canada pre- 
viously, he said, and had com- 
paratively small circulation. 


Harry Bullis 
to Succeed Bell 
at General Mills 


MinnEapotis—Harry A. Bullis,§ “During th 
president of General Mills for the 
past five years, will become chair- Many look 


man of the board Jan. 1, succeed- 


d-@ realizing H 
ing James F. Bell. Leslie Perrin, 


executive vice-president, will be-§ acceleratin 
come president. ' 

Mr. Bullis’ election came at af "ln our co; 
board meeting Tuesday after it ac-§ 
cepted the resignation of Mr. Bell,§ ingly impre 
who has held the chairmanship a, 
since 1934. Mr. Bell had previ-g *@ 5e!ng 
ously been president of General§ sumer der 
Mills from 1928 to 1934 and be- 
fore that was president of its pre-§ vamped tc 
decessor, Washburn Crosby Com- 
pany. The latter company Wasi "Our clien 
founded in 1889 by his father. 

The 68-year-old Mr. Bell, whoff tional fiele 
retired to make way for “able d oth 
younger men,” paid high tributeg °" other 
to Mr. Bullis, who becomes head continuing 
of the nation’s largest milling or 
ganization after 28 years’ service the desira 
with General Mills. field of mv 


Mr. Perrin joined Washbur 
Crosby Company in 1921, became 
a director of General Mills in 193 
and was elected executive vice 
president in 1942, 

Mr. Bell will remain active i 
the company as chairman of thé 
newly authorized committee 0 
finance and technological progress 
The position of executive vice 
president remains unfilled. 
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Above: Monty Mann, Vice-President and Media Director of Tracy-Locke Co., Inc., Advertising Agency of Dallas, Texas. 


“During the war most phases of American business changed rapidly and radically. 
Many looked forward to a post-war period of relatively stable conditions. Instead of 


realizing this, virtually all business is finding the tempo of change 


accelerating at an unprecedented rate. 


“In our continuing studies of markets for our clients, we are increas- 
ingly impressed with the extensive changes now taking place. These 
are being influenced by greatly broadening markets, changes in con- 
sumer demands, changes in personnel, and operating techniques re- 
vamped to suit today's conditions. 


"Our clients who manufacture and market products for the institu- 
tional field including hotels, hospitals, schools, colleges, restaurants, 
and other types of institutions are being advised of the need for a 
continuing reappraisal of these changes. They are impressed with 


the desirability of broadening their market-consciousness to include the entire 
field of mass feeding and mass housing. This market must be cultivated aggressively 


Hotels 
Restaurants 
Hospitals 
Railroad Systems 
Air Lines 


Industrial Cafeterias 
Schools 

Colleges 

YMCAs, YWCAs 
Government Agencies 


Each month INSTITUTIONS Magazine reaches the buying and specifying factors in the foregoing institu- 


tions which make up the institutional field. 


CONSULT 


a YOUR Apu pverTisinc Z\GENCY | 


Ren cet oad 


or write E, cman 


INS TITUTIONS MAGAZINE : 


Office Buildings 

Clubs 

Jobbers, Dealers 

Other Public and 
Private Institutions 


ano INS ISTITUTIONS © ad. 


power." 


and constantly to obtain great benefits available through its ‘huge purchasing 


The foregoing comments by Monty Mann, Vice-President and 
Media Director of Tracy-Locke Company, Inc., of Dallas, Texas are 
especially significant at this time in view of INSTITUTIONS Maga- 
zine's recent re-survey of the institutional field which shows this 
market as being more than eleven billion dollars in size. 


INSTITUTIONS Magazine is the only monthly publication, and 
INSTITUTIONS Catalog Directory is the only annual publication 
reaching all related segments of the institutional field. These publi- 
cations offer manufacturers of products which have an application to 
mass feeding and mass housing, the widest possible coverage of those 
who buy and specify the huge quantities of products, equipment and 
supplies consumed by institutions throughout the nation. Further 
information regarding this eleven billion dollar market, and the only 


publications which cover all its related segments can be obtained by writing direct 
. » . or consult your advertising agency. 
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q WAA Uses Spot Radio | Agency, New York, includes sta- 


The War Assets Administration | rsa 7 + pal yh Bascom oy wy bee 
is using spot radio announcements | a oF ; ys 
Troy, N. Y., and Stamford and 


* to publicize its wares. The sched-| <*° 
ule, placed through Kudner Bridgeport, Conn. 


Appoints Walter Blake 
STOCK CUTS Walter Blake, former account 
Complimentary 144-page |executive of McCann - Erickson, 
tropes < of top jiluser- | New York, has been appointed 
lising Executives Wee on | West Coast manager of the new 
one Dn sam ala |Hollywood office of Donahue & 

|Coe, New York. The new office 
aera eee | is located at 931 N. La Cienega 
San Francisco 5, California | Blvd. 


Starts Model Agency 


Clyde Matthews, author of the 
book “So You Want to Be a 
Model,” and active in the model- 
ing field for more than 10 years, 
has opened the Clyde Matthews 
Agency, with offices at 10 E. 44th 
St., New York. The agency will 
supply fashion and photographic 
models to the trade. 


NBC Promotes Kelly 


N. Ray Kelly has been ap- 
/pointed administrative assistant to 


Noran E. Kersta, director 0:1 NBC 
television operations, New York. 
He formerly was manager of tech- 
nical facilities for television, which 
will be taken over by Robert 
Wade, television art director. 


Names Jasper, Lynch 

Lydia O’Leary, Inc., New York, 
has appointed Jasper, Lynch & 
Fishel, New York, to handle ad- 
vertising for its Covermark and 
Spot-Stik. Irving Serwer Adver- 
tising, New York, formerly han- 
dled the account. 


a 


Whether They Air Their Infants in 
Gramercy Park . . . or on the Lawn 


in Graysville, Pa. . .. their babies get 
} the same formulas and baby products and 
same enlightened care. These modern mothers 
think alike, they keep in touch with news 
and new ideas, they set the pattern of living 
in many other homes. 
One unfailing guide to this kind of people 
is their readership of news magazines. 
With more than a million circulation, 
; PATHFINDER is bought by one-third of all the 
families who take news magazines today. 
They depend on PATHFINDER for sane, un- 
garbled, meaty, human news reports. 


OVER 1,000,000 ALERT, NEWSMINDED 


FAMILIES READ PATHFINDER TODAY 


PATHFINDER is a direct approach to leading 
people in the important Main Street towns— 
trading centers for some of America’s richest 


communities. 


Be sure to see the new PATHFINDER story. 
Just ’phone or drop us a line, at Washington 
Square, Philadelphia—or in New York, Chi- 
cago, Detroit, Cleveland, or Los Angeles. 


FARM JOURNAL INC., also publishers of FARM JOURNAL—BIGGEST in the country, GRAHAM PATTERSON, President 


Advertising Age, Decetabir 1, 1947 
Donaldson Named 


Post Office Chief 
in Surprise Move 


WaASHINGTON—The nation unex- 
pectedly found itself Tuesday wit) 
a non-political Postmaster Gen- 
eral, but one who, to judge fron 
the record, can be expected to 
stand by present departmenta! 


suggestions calling for sizable 
postal rate increases. 
Jesse M. Donaldson, the first 


career worker in the department 
to reach the top in recent history, 
joined the Post Office at Shelby- 
ville, Ill., in 1903 as a part-time 
clerk at $11 a week. He has been 
on duty “without loss of a day” 
since 1908, as clerk, postal in- 
spector and, since 1933, in top 
management here. 

The appointment was as much 
a surprise to the graying, robust 
Mr. Donaldson as anyone else. At 
62 he had worked up to First As- 
sistant Postmaster General—pre- 
sumably the top for career men 
—when the phone rang. 

It was the White House; would 
he come over and talk with the 
President about the Postmaster 
Generalship? 


Not a Party Worker 


Though a Democrat, Mr. Don- 
aldson is not a party worker, 
much less a national committee- 
man like so many recent Post- 
masters General. His _ political 
affiliations were so vague it was 
several hours before he could be 
“tagged.” 

At congressional postal rate 
hearings last spring, he staunchly 
insisted that Congress ought to 
pass on to mail users, through 
higher rates, “at least part of the 
$350,000,000 of increased wages, 
transportation, rentals and other 
costs assumed by the department 
since the war” (AA, April 7). 
| While he does not insist that 
\“each class should pay its own 
way,” he says that the $260,000,- 
000 deficit cannot be overcome 
through “efficiencies,” and he ob- 
jects to passing the deficit on to 
taxpayers generally. 


‘Mail Users Should Pay Costs’ 


Pointing out that the depart- 
ment has.had only 17 profitable 
years in the past 100, he insists 
there is no reason to believe it 
had better management in the 
profitable years than in the deficit 
years. 

To Rep. William Stevenson (R., 
Wis.) who argued that increased 
rates would be inflationary, he 
answered: “I am compelled to 
stick to the opinion that these 
charges should be applied to the 
fellow who uses the mail, rather 
than, by taxes, to the fellow who 
doesn’t use the mail.” 

Similar cost increases in the 
steel, coal and clothing industries 
were passed on to consumers, he 
pointed out. 


New York Central 
Plugs New Line 


Coincident with the opening 0! 
a new $2,500,000 cut-off at Little 
Falls, N. Y., the New York Cen- 
tral ran advertisements announc- 
ing the event in dailies in New 
York City and state and in Cleve- 
land and Detroit. The four-trac! 
project, according to the cop) 
placed through Foote, Cone & 
Belding, “called for straightening 
a highway, building two bridges 
and making the mighty Mohawk 
River itself move over into <; 
brand new channel.” 


‘Eagle’ Names Griffin 


Carleton W. Griffin has been 
appointed eastern representative 
of Eagle Magazine, Milwaukee, 
with headquarters at 2 W. 46th 
St., New York. 
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Where 


What is a market-place ? 


Only at its simplest is it “a place to buy and sell goods”. 


When many people gather, so much more than that happens! 
They come for the latest news and laughter, music and drama 
...for pleasures as much as purchases. 

It is their market-place for ideas as much as goods. 


From the kaleidoscope of any Mexican village market...to as far back 
as the Agora of ancient Greece...the people have always made 
their market-place a rich and vivid center of their life. 


CBS is a market-place . . . of fabulous dimensions. 


99,0 0 a ,0 0 0 CBS gathers 99,000,000 Americans each week to hear the latest 


every 
week... 


for the latest 
news and laughter, 
music and drama, 


ideas and goods 


news and laughter, music and drama. And among these millions 
in every corner of our nation, CBS circulates both ideas and goods. 


Ideas and goods. Clearly, both must circulate among all Americans 
swiftly and freely if we are to keep the nation strong. 


That is why Radio... and CBS. . . have so much meaning 
to the American people today. 
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The almost explosive rise of CBS in twenty years 

is testimony to how swiftly CBS moves 

both ideas and goods; 

how much CBS has become a rich center in the lives 
of our people for pleasures and purchases and ideas. 
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Today, 93% of all American families have radios— 
owning over 60,000,000 sets.. 
They spend more time listening to Radio than doing 
anything else except sleeping and working; 
more time listening this year than ever before! 


And CBS leads all Radio in reaching them effectively. 


Wholly independent, impartial data show that CBS reaches 
listeners at less cost than any other network. 


This is confirmed in two different ways: 


1. By counting the actual cost of reaching listeners 
on all networks throughout the broadcasting day. 
The second, third and fourth most effective networks 
average only 82% of the efficiency of CBS —in delivering 
audiences for each advertising dollar expended in the evening 
—and only 77% of CBS’ efficiency in the daytime. 


2. In the judgment of the great companies who use Radio most 
and know it best: the 100 largest Radio advertisers. 
More of these advertisers use CBS—and more of them choose 
CBS exclusively—than any other network. 
They have done so consistently for the past 10 years. 


They come to the vast market-place created by CBS programs, 
carried to the nation 17 hours a day every day of the year 
by the coast-to-coast network of CBS stations. 


And they find waiting for them there 99,000,000 men, women 
and children (over 10 years old) listening each week— 

more listeners than ever before in CBS history— 

ranging the complete scale of America. 


The detailed, factual data which support all the statistical summaries 


in this message are available on your request. 


COLUMBIA BROADCASTING SYSTEM 


—where 99,000,000 people gather every week 
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' Launch Beer Campaign 


Pittsburgh distributors of the 
new Dutch Club beer, a product 
of Eberhardt & Ober brewery of 
the Pittsburgh Brewing Company, 
are using 150 outdoor posters, 14- 
inch ads weekly in 30 dailies and 
a total of 14,000 spot announce- 
ments on 37 stations this year. 
The new beer is sold only in Penn- 
sylvania, eastern Ohio and West 
Virginia. The agency is Bond & 
Starr, Pittsburgh. 


SIGHS OF LONG LIFE" 
FOR QUANTITY BUVERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft® 
900 Kibly St., Lima, U.S.A. 
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Carll Appointed 


Public Relations 


Director at Ford 


DetroiIt—A ppointment of 
Charles E. Carll as director of 
public relations of the Ford Motor 
Company was announced last week 
by President Henry Ford II. 

Carll, a former make-up editor 
for the Detroit Free Press and ex- 
ecutive on other midwestern and 
eastern newspapers, succeeds 
James W. Irwin, who resigned to 
become distributor of Ford busses 
in Buffalo, Pittsburgh and Cleve- 
land. 

Carll first joined Ford early in 
1942, remaining there until late 
1943. He returned in the fall of 


1944 as head of the Ford News 
Bureau, a post that will now be 
held by John L. Rose of the news 
bureau staff. Rose is a former 
United Press correspondent. 

Young Ford also announced that 
public relations activities will in- 
clude the news bureau, community 
relations, graphic arts and guest 
relations. 

R. E. Roberts, director of man- 
agement relations, will head a 
newly-formed department of em- 
ploye relations. This department 
will include employe publications 
and other employe activities, and 
will be under the general super- 
vision of John S. Bugas, vice- 
president in charge of industrial 
relations. 

William B. Kennedy will con- 
tinue to supervise publication of 
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the “Ford Times” and Ford dealer 
publications under the general di- 
rection of J. R. Davis, vice-presi- 
dent in charge of sales and adver- 
tising. 


Branham Elects 2 V.P.s 


M. J. Foulon and H. C. Blake, 
who have been with the Branham 
Company, New York, newspaper 
and radio station representative, 
for 19 and 20 years respectively, 
have been elected vice-presidents. 


Names Frost Agency 


The Metropolitan Boston Used 
Car Dealer Association, a member 
of the National Used Car Dealer 
Association, has named Harry M. 
Frost Company, Boston, to direct 
its advertising. A Boston newspa- 
per campaign will be launched. 
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Department Stores 


Men's & Women’s 


IT’S THE PHILADELPHIA STORY 


Over a million lines lead 
in retail advertising for the 
first 10 months of 1947 


Philadelphia retailers, ‘ 
ertising in The Evening 


second Philadelphia daily newspaper: 


Shoe Stores 


in these classifications, 
Bulletin 


Women’s Shoe Stores Building Supplies & 


Contractors 

Amusements 

Grocers we 

Furniture & Household Stationers Elec eid a9 

Drug Stores Sporting Goods — : - 

rug / : 

Men’s Shoe Stores Radio ne . ceo 

Professional Boo 


Heating & Plumbing Miscellaneous 


Source: Media Records 


Vitamin Vending 
Machines Draw 
Fire of Medicos 


SEATTLE — The use of vending 
machines to sell vitamins (AA. 
Sept. 22) has run full tilt into the 
opposition of the Washington 
State Medical Association. 

Although vitamins are recog- 
nized as food in 42 states—includ- 
ing the state of Washington—D;,. 
A. J. Bowles, president of the state 
medical society, insists that the 
sale of vitamins in vending ma- 
chines (mostly in restaurants) is 
“ill advised and dangerous to the 
public health.” He said so, vigor- 
ously, in a letter to Seattle Junior 
Chamber of Commerce, which ob- 
tained locations for the vending 
machines in return for a 10% cut 
of gross receipts, which goes into 
the chamber’s charitable fund. 

Because the chamber abhors 
controversy, it has withdrawn 
from the agreement, but Ven- 
Dures, Inc., Seattle, which began 
a six-month test of the vitamin 
vendors late in August, is con- 
tinuing to expand outlets. The 
machines, which vend Miles Lab- 
oratories’ One-A-Day tablets, are 
being tested by Ven-Dures in Ta- 
coma, Long Beach, Spokane, 
Shreveport and Peoria as well as 
in Seattle. A similar test is being 
conducted in the Southwest by an- 
other vending machine company. 


Pharmacists Join the Fight 


Dr. Bowles’ attack on vending 
machine sales of vitamins, which 
he calls “drugs,” included a let- 
ter to the state pharmaceutical as- 
sociation, which printed the blast 
in its bulletin, and commented: 

“It is hard to understand why a 
company that spends millions a 
year to create a market for its 
products, and which has received 
close cooperation from retail drug 
outlets nationally, has to use vend- 
ing machines to sell its vitamins 
at a nickel a throw.” 

Dr. Bowles made it clear that 
he objects to the vitamin vending 
machines principally because of 
his concern that similar sales 
methods might be adopted for 
“harmful drug products.” If he 
could be sure that vending ma- 
chines would be limited entirely 
to vitamins, he would have no ob- 
jection to them, he said. 


Daly Boosts Budget 


| for Air-O-Magic Shoes 


The Marion Shoe division of 
Daly Brothers Shoe Company, 
Boston, will promote Air-O-Magic 
shoes for men during the spring 
of 1948 in 20 national magazines, 
18 college magazines and news- 
papers in 17 markets. 

The company, which spent 
$100,000 on advertising this year, 
/expects to increase its 1948 ap- 
| propriation and add Holiday, Sport 
and Varsity to its schedule. Nor- 
man D. Waters & Associates, New 
York, handles the account. 


Baron Appoints Maize 


Edwin R. Maize Jr., forme: 
vice-president of Beacon Products 
Corporation, Philadelphia, ha 
been appointed general sales and 
advertising manager of all prod- 
ucts and divisions of H. Baron & 
Co., Linden, N. J. 


Don't bolster your sales quota—Beo! '' 
Use BSN where the cash customers or? 
looking for you. 
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ot The bomb secret is out! 
2 Anybody can make atom bombs. = 
‘- And there’s no defense against them. ; 
an Does this mean the inevitable death of every living thing 
nin 
a in the world? No, says Robert M. Hutchins, Chancellor of the 
ne . : y . . : 
.b- University of Chicago—where the first atomic explosion was set off. 
are 
~ If we can build a lasting peace, we face a life 
on earth far beyond the most fantastic dreams of man. 
a Abundant cheap heat and power. 
yr Unlimited leisure. | 
ing Cures for all diseases. 
ich ‘ 
et- A life as long as Methuselah’s. 
“a Read Dr. Hutchins’ astounding article—today—in 
+ the December issue of THe AMERICAN MAGAZINE. 
» a 
its 
red The Bomb Secret Is Out! 
an by Robert M. Hutchins 
ins Chancellor, University of Chicago 
hao Advertising with Plans 
ing for TOMORROW : 
of 
Month after month, THe AMERICAN MaGazINE alerts its 
he readers to problems of today—keeps them informed of plans 
na- for tomorrow—through timely articles like “The Bomb Secret 
_ Is Out!” SMART NEW COVERS! 
These articles by recognized authorities, coupled with en- EASIER READABILITY! 
tertaining fiction and informative features, constantly make FRESH ART TREATMENT! 
THE AMERICAN Macazine first choice with millions of its BRICHTER ILLUSTRATIONS! 
readers. 
of When you advertise in THE AMERICAN MAGAZINE, you tell 
ic your product story to 2% million families whose interest in 
ing a better life is expressed in both their reading and their 
buying. This advertising sells your products today ... builds 
an acceptance that insures them a place in the homes of 
_ tomorrow. 
ap- Dollar for dollar, page for page, no other magazine can 
te match the multi-million male-female circulation delivered 
lew by THe AMERICAN MAGAZINE. 
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an THE CROWELL-COLLIER PUBLISHING COMPANY, 250 PARK AVENUE, NEW YORK 17, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER’S, AND WOMAN’S HOME COMPANION 
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Sacony Maintains 
‘41 Price Level 


New York—“If you think fair 
trading tends to raise prices... 
look at this record!,” reads an ad 
inserted in Women’s Wear Daily 
by S. Augstein & Co., manufac- 
turer of Sacony textiles and ap- 
parel. 

The full-page advertisement 
shows how Sacony is succeeding 
in holding prices down by listing 
the 1941 prices of various Sacony 
merchandise as compared with 
current costs. A Sacony-Palm 
Beach suit, which retailed for 
$22.50 in 1941, sells for that same 


; ADDRESSING 


owls Seats inti Z, AS 


‘THE LETTER SHOP, Inc. 


481 GS. Dearborn St., Chicago 5, Illinois 


a a 
ss 


price today, sold for that same 
price during the war and will sell 
for $22.50 in the spring of 1948, 
the copy says. 

The advertisement listed other 
Sacony merchandise and main- 
tained that “Sacony quality.is far 
better today than ever before, bet- 
ter than in 1941 or during the 
war.” 

Morton Freund Advertising 
Agency, New York, handles the 
Augstein account. 


Halls Adds Four 


Melvin F. Hall Advertising 
Agency, Buffalo, has added the 
following to its staff: Albert D. 
McCoy, account executive; Ernest 
Davenport, art director; Harold T. 
Clement Jr., production manager, 
and Lyman E. Jordan, director of 
sales promotion and merchandis- 
ing. 


Halle Names Spadea 

Halle Brothers Company, Cleve- 
land department store, has ap- 
pointed Spadea, Inc., New York, 
to handle its advertising. 


Edwards Succeeds 


England as Chief 
Economist of FTC | 


WASHINGTON — FTC last week | 
named Dr. Corwin D. Edwards, a 
veteran New Dealer and foremost | 


its Bureau of Industrial Eco- 
nomics. 

He re-enters government serv- 
ice from a professorship at North- 
western University, where he has 
been teaching and writing since 
resigning from the Department of 
Justice in 1944. 

At FTC, Dr. Edwards succeeds 
Col. William H. England in one 
of the top government economic 
jobs. He will be responsible for 
economic reports used for admin- 
istrative purposes in judging the 
effectiveness of existing trading 
regulations, and as a basis of rec- 
ommendations to Congress. 


“Dr. Edwards formerly had been 
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with the NRA and, from 1937 to 
1939, had served under Col. Eng- 
land as economic adviser and as- 
sistant director of economics for 


FTC. 


Between 1939 and 1944, he was 
in the front ranks of the anti- 


atewe drives at the Department of 


Justice, under trustbuster Thur- 


authority on industrial cartels, as | man Arnold. As chairman of the 
its chief economist, and director of 


policy committee on cartels, he 
paced exposure of agreements be- 
tween American and German in- 
dustrialists. He was active in a 
number of purely domestic anti- 
trust actions, including a case in- 
volving the retail drug industry. 

On loan from the Department 
of Justice in 1943-44, he served as 
cartel consultant for the Depart- 
ment of State. In 1945 he led a 
State Department mission investi- 
gating Japanese combines. 


French & Preston Moves 


French & Preston, New York 
agency formerly located at 16 E. 
48th St., has moved its offices to 
1 E. 48rd St. 


Your advertisements in the Cleveland Plain Dealer hit hard 
because they’re read in the home—where purchases are 
actually made. Only the Plain Dealer gives you two buying 
markets of equal volume with one exclusive, low-cost cover- 
age. The Cleveland Plain Dealer is the only metropolitan 
newspaper covering the famous Cleveland 2-in-1 market, 
(Greater Cleveland plus 26 adjoining counties, including 
141* thriving cities and towns). Point-of-sale advertis- 
ing to this extensive audience can only result in added 
sales and increased profits for your business operation. 
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*Akron, Canton, Youngstown not included. 


THE PLAIN DEALER IS ENOUGH—IF YOU USE IT ENOUGH! 


\ = = cl EVEL AND PLAIN DEAL 


| WLS. TO MEET FOOD WEEDS 


ie 
| R ws Net 
wana tes 
——m * 


GERMANY 


a 


ao 


—s sam 


=> wri 


UPNYLARD AS WRALER 4 


L Aiapash nage eet" 
| endl 


\ 
~ \\ 


..emeans Greater Sales in the Pa Plain Dealer 2-in- r market 


Planned 


THE P.D. STANDS FOR 


Do you know the localities in this 
market that will buy most of your 
goods? Do you know the shortest 
cut to your biggest volume of sales? 


The Plain Dealer Market Survey 
department can answer these ques- 
tions and others pertaining to your 
business. Call or write your P.D. 
representative for an appointment 
to receive this individualized service. 


Distribution 


CLEVELAND 


PLAIN DEALER 


Cleveland’s Home Newspaper 
John B. Woodward, Inc., New York, Chicago, Detroit, San Francisco, Los Angeles 


A. S. Grant, Atlanta 
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Butter Institute 
Hits Margarine, 
Tariff Reduction 


Cuicaco — Final action of ‘he 
American Butter Institute at its 
annual meeting here was a resol. 
tion urging retention of state and 
federal laws on margarine “ty 
prevent fraudulent misrepresenta- 
tion” of that product. 

Other resolutions: 

The ABI voted to participate 
actively in promotion of Nationa] 
Dairy Month next year, and re- 
quested the National Dairy Coun- 
cil to develop plans for publicity 
and advertising to promote sale of 
dairy products. 

It called State Department ac- 
tion lowering butter tariffs “detri- 
mental to the morale of milk pro- 
ducers,” because it will depress 
butter prices. 

It opposed any rationing of but- 
ter. 

Russell Fifer, ABI secretary, 
pointed out that “the first year 
following the elimination of dis- 
criminatory price controls has 
demonstrated that the butter in- 
dustry will eventually regain its 
former position of importance 
among other branches of the dairy 
| industry.” 
| Volume Gains 15% 
| He said the gain in butter pro- 
duction in 1947 has been 15% over 
| 1946, or about 200,000,000 pounds. 
“Should this volume trend be 
maintained,” he observed, 
“through an active consumer de- 
mand, the industry will continue 
its advance to even higher than 
prewar levels of production.” 

C. F. Kettering, a director of 
General Motors Corporation, em- 
phasized that the butter industry 
| should tell the story of its product 
to the public. “We have never 
had a time like now,” he said, “to 
tell every American where a piece 
of butter comes from.” 

The institute’s new motion pic- 
‘ture, “Home on the Farm,” was 
shown for the first time at the 
meeting. It will be used before 
rural audiences to promote correct 
production of butter. 

George Mahle, president, Sugar 
Creek Creamery Company, Dan- 
ville, Ill., was elected president. 
E. J. Davidson, Chicago, vice- 
president, Wilson & Co., was re- 
elected ABI vice-president. 


? 


Esty Becomes Chairman: 
Houlahan Heads Agency 


William Esty, who founded Wil- 
liam Esty & Co. in 1932 after re- 
signing as a vice-president of J. 
Walter Thompson Company, last 
week stepped up to chairman of 


William Esty 


James Houlahan 


| the board. His successor as pre:'- 
dent is James J. Houlahan, w.° 
| joined Esty six years ago after 
|}years with Lever’ Bros. 
'Houlahan recently has been ©€>- 
ecutive vice-president. 

At the same time, the age! 
/}announced three new vice-pres'- 
|dents: Thomas C. Butcher, a - 
/count executive, who joined t'© 
agency last year after workins 
with Doherty, Clifford & She»- 
field; Charles F. Junod, account 
executive, who rejoined Esty 
1945 after wartime service as 4 


naval officer, and William + 
Young, formerly merchandisins 
manager. 
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aK Effective with January 1948 Issue 


50,000 more circulation 


New press equipment makes it possible for OUTDOOR LIFE 
to increase the guarantee to 625,000 without any increase 


in display advertising rates. 


Advertisers get 50,000 more circulation guaranteed 
in 1948 at the lowest cost per thousand readers 


in OUTDOOR LIFE’s 50-year history. 


No Change in Rate 
for ’48 


CREASE in ADVERTISING RATES 
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Marathon Sets Up 


Biggest Ad Push 
for Packaging 


MenasHa, Wis.—Marathon Cor- | 


poration, which almost tripled its 
capital investment in the years 
1940-47, soon will launch its 
largest campaign for protective 
food packaging materials. 
Announcement of the new drive 
follows closely the appointment of 
LeVally, Inc., Chicago, to direct 
the account. While previous 
Marathon campaigns for waxed, 
coated, laminated and processed 
papers and paper board in wrap- 
pers and package form have used 
food trade publications and small 
space in consumer magazines, the 
1948 promotion will be stepped 
up impressively over previous 


years. 

Unusual aspect of the paper 
company’s drive will be its em- 
phasis on boosting consumer ac- 
ceptance of its customers’ prod- 
ucts. 


Large space color ads will 


. eer 


_ CHECK THESE FACTS 


| - 
. | the past 312 years the 
5 leading downtown de- 
partment stores in Cleveland 
placed over 4 million more 
lines of advertising in SHOP- 
PING NEWS than in any other 
newspaper. 


Fisher Bros., leading mul- 

tiple food retailer that 
does over 38% of the food 
business in Cleveland, has for 
13 years placed the largest 
share of their newspaper lin- 
age in SHOPPING NEWS. In 
1946 this share amounted to 
141,414 lines, or over 38% of 
the total. 


HESE retailers know how 

—and where—to sell the 
prosperous Cleveland market. 
More and more national ad- 
vertisers are following their 
lead. In the first 10 months 
of 1947, 58 national accounts 
placed 74,425 lines of adver- 
tising in SHOPPING NEWS. 

In preparing your schedules, 
consider SHOPPING NEWS— 
twice-a-week, home-delivered 
to the 270,882 “buying-est” 
families in Cleveland. 


Chr: 
SHOPPING NEWS 


«5309 oy 
CLEVELAND 14, OHI 


Represented nationally by 


JAMES A. COVENEY COMPANY 


501 FIFTH AVE. - NEW YORK 17, WY. 
‘Chicago - Boston + St. Louis’ 


| tie in Marathon packages with|duction and by increasing the,;program of plant expansion. Sales 
frozen and processed foods. The|sales of our customers throughs }mere than doubled between 1939 
new, self-locking “immaculately |our advertising. and 1946, and have increased since 
'white” laminated frozen food car-| “Expanding production and |that time. Net income in the same 
‘ton is set to get a special play. |sales are not enough,” he declared. period jumped from less than 
| “We will continue to expand our | $1,000,000 annually to $2,734,034 
markets until that time when |for the year ending Oct. 31, 1946. 
| Owen Lyons, Marathon’s adver- | every consumer in the United | —___— 
'tising manager, expressed the|States is able to buy food at “ Adds Miller to Staff 
philosophy of the tie-in theme) best, in season and out, protected | Robert E. Miller has joined th 
with the comment: “If we are|by Marathon packaging.” a » SECS HAS JOINCE tne 
; . P - ; sales and promotion staff of Pan 
to sustain Marathon’s success in Inauguration of the 1948 drive | American Broadcasting Company 
the packaging field, it will be done | is timed to coincide with the com-|New York, ; 


. need 3 ig , : international 
by. maintaining quality in our pro-' pany’s completion of its postwar| station representative. 


‘Increase Customers’ Sales’ 


radio 


Advertising Age, December 1, 1947 
Silex Boosts Townsend 


J. H. Townsend, assistant sales 
manager, has been appointed sales 
manager of Silex Company, Hart- 
ford, succeeding J. M. Moore, who 
has resigned. Paul R. Curtis has 
been promoted from the sales staff 
to assistant sales manager. 


‘Le Devoir’ Names Two 


Le Devoir, Montreal, has ap- 
pointed Marcel Payette national 
advertising manager and Gabrie] 
Fontaine advertising manager. 


Advertisir 


Names 


Panther 
pany, Che 
Reingold 
handle its 
newspape! 
and point 
be used ta 
heels and 


Capital 
Capital 
ton, whi 


People who like to read about “‘what goes on up 
front in an airliner” also like to read about widgets. 


A widget is a product having a distinguishing and 
unique feature. 


Like, for example, a watch with a novel mecha- 
nism, an automobile tire with a new safety factor, 
| or even a breakfast cereal with a special health 


benefit. 


| If you sell a widget, you undoubtedly give it 
| just a little more than the usual amount of explana- 
| tion in an advertisement if the public is not only to 
| grasp what it is but go out and buy it. 


al 


| Everybody—meaning the 140,000,000 people who 
make up this country—can’t take factual explana- 
tion. It bores them. Which is bad for widget sales- 
men. 


But there are, in this country, one million factually 
minded souls who practically live on such informa- 
tion—and who, because they do, always know 


K 


People who wonder how blind folks learn to visualize 
things they can't see are also curious about widgets. 


what they're talking about and are able to spread 
invaluable word-of-mouth advertising to the less 


factually minded. About the widget you make or sell. 


These one million factually minded souls rea: 
SCIENCE Illustrated, in one way or another. 
month after month. Roughly a half million actually 
lay out 25 cents for it. The others manage to snitcl: 
it and read it in devious ways. 


If you have a widget to sell, SCIENCE Illustrated 
can be the “best bet” on your advertising schedule 
—because it assembles for you monthly the curious. 
the factually minded, the hungry-for-information. 


Pick up the current SCIENCE Illustrated on your 
way home tonight. See for yourself (1) why more 
people read it with every issue and (2) why, if you 
make or advertise a widget, SCIENCE Illustrated 
offers you a natural place to talk about it! 


flights to 


Do you make a widget |-« 


If you'd 
solar en 


j 
TOTAI 
GUAR. 
READI 


TOTAI 
1,001 


NEWS: 
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Advertising Age, December 1, 1947 


Names Reingold Agency 


Panther-Panco Rubber Com- 
pany, Chelsea, Mass., has named 
Reingold Company, Boston, to 
nandle its advertising. Magazines, 
newspapers, trade publications 
and point-of-sale advertising will 
be used to promote Biltrite rubber 
heels and soles and Panolene soles. 


Capital Maps New Drive 
Capital Airlines-PCA, Washing- 
ton, which will begin regular 


flights to Charlotte, Charleston, 


W. Va., and Minneapolis-St. Paul 
this month, has launched a cam- 
paign in radio and newspapers in 
those cities. Agency is French & 
Preston, Washington. 


ABC Appoints Koelker 


A. J. Koelker, manager of the 
program sales department of 
ABC’s central division, has joined 
the division’s station relations de- 
partment, succeeding Robert B. 
Jones Jr., who has been appointed 
general manager of the network’s 
affiliate, WIRL, Peoria, Il. 


Study Shows 23% 
Intend to Give 
Jewelry Gifts 


Cuicaco—Twenty-three per cent 
of the gifts the average person 
buys for Christmas will be pur- 
chased in jewelry stores, accord- 
ing to the November issue of Na- 
tional Jeweler. 

In a survey conducted by Ross 
Federal Research Corporation, 


| New York, among men and women 
over 18 in cities between 10,000 
and 500,000, it was discovered that 
of those who know what they 
want for Christmas, 23% named 
clothing and 18% named jewelry 
store items. 

The average American wife will 
receive the most expensive gift in 
the immediate family—$40 worth. 
She in turn will spend, on the 
average, $25 for her husband’s 
present. Mothers and fathers fall 
in the $15 gift class. 


—or advertise one ? 


If you'd like to know more about this widget for utilizing 
solar energy, see page 51, November Science Illustrated. 


is LT | uit 


(Sovfoto) 


FABRICS . 


2K THESE ARE “widgets” 


(Products Having A Distinguishing And Unique Feature) 


RADIOS... that utilize new electronic developments 


SOAPS... that do extra nice things for 


complexions and clothes 


REFRIGERATORS . . . with something the 
others don’t have 


FOUNTAIN PENS... that merely write on paper 
AUTOMOBILES... with automatic transmissions 
TIRES... with important scientific improvements 
GLASS... that lets in the sun but keeps out the cold 


CLEANING FLUIDS... that don’t remove 
the color along with the spot 


. . that never wrinkle 


CHEWING GUM ... with a scientific ingredient 
PAINTS. 


. . that also are fire resistant 


CEREALS... with vitamins that natural 


grains don’t have 


(Sorry if we’ve omitted your special “‘widget’’—but you get the idea!) 


GUARANTEED: 400,000 
READERS PER FAMILY: 2.6 


1,000,000 plus 
NEWSSTAND: 35% 


TOTAL MONTHLY AUDIENCE: 


A QUICK SUMMARY OF FACTS 
TOTAL CIRCULATION: 490,000 


HOME-OWNERS: 58% 


READERSHIP BY SEX: 
629% men—38% women 


COLLEGE EDUCATED: 52% 


LIFE INSURANCE OWNERS: 91% 
(Against a national average of 50%) 


A McGraw-Hill Publication 


Science 


* tlustrated * 


CIRCULATION—SOON OVER 500,000! 
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On Sale Now At All 
Newsstands 25¢ 
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The survey indicates that, as 
usual, most shoppers will put off 
most of their Christmas shopping 
until the last moment, for, in the 
last week of October, only 32% 
had done any advance work on 
holiday gift lists—yet 94% know 
what they would like to receive. 

The study also showed that the 
average person over 18 gives pres- 
ents to at least four people, and 
while the average gift during the 
year costs $5, the median price 
people are willing to pay for 
Christmas jewelry gifts is $23. 


Appoints Robert Jones 


Robert Letts Jones, formerly as- 
sistant business manager of the 
Los Angeles Examiner, has been 
named assistant publisher of the 
Capital Journal, Salem, Ore. 


In Music 


| Means: 
“Strike Up 
The Band” 


Wut IN DALLAS 
—FORT WORTH 


| Ve 


| STATION 


| WFAA 
| 

| FREQUENCIES 
| 820 - 570 


NETWORKS 
NBC - ABC and 
Texas Quality 


@ It’s as easy as 1-2-3 to 
SELL the DALLas-FortT 
WortTH MARKET with 


WFAA 


radio service of the 
Dallas Morning News 


Represented Nationally by 
Epwarp Petry & Co., INc. 
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Revolt of the 


The boys who put advertising 
words together are rising up in 
their wrath. Led by Walter Weir, 
who not only has an unusual fa- 
cility for putting words together 
but also has a Tom Paine-ish tal- 
ent for pamphleteering, they are 
tilting venom-dipped lances at 
copy research. Copy research, 
they say, is becoming a creative 
straitjacket which will effectively 
prevent any copywriter from ris- 
ing above mediocrity. 

It is easy to brush off this re- 
volt of the copy angels as a per- 
fectly natural and to-be-expected 
manifestation of the artistic spirit, 
which not only feels better when 
it is free of all restraint, but 
which also fares better if what it 
does is subject to no measuring 
stick. 

But the copywriters’ revolt 
should not be brushed off. What 
Walter Weir and others are saying 
has decided merit and deserves 
serious consideration. It is, in 
fact, already being given serious 
consideration, and particularly by 
research men whose probing is re- 
sponsible for the revolt. 

The fact is that, as in most fields 
of human endeavor, the pendulum 
has swung too far from one side 
to the other. Not too long ago all 


Copy Angels 

good copywriters were “geniuses,” 
and were expected to live up to 
that designation. Then the doubt- 
ing Thomases and the men of sci- 
ence came along. Over a period 
of years their studies and re- 
searches have tended to make 
craftsmen out of the erstwhile 
geniuses, producing copy to fit 
engineering specifications. 

The “genius” theory was largely 
childish nonsense. The idea of 
typewriter craftsmen fitting words 
to engineering specifications is 
equal nonsense. Fitting words to- 
gether (except possibly into cross- 
word puzzles) is a creative and 
not an engineering job, and 
always will be. An engineer can 
do a “standard” or maybe even 
an acceptable job, but Mr. Weir 
is right: No engineered writing, 
fitted to a straitjacket of research 
specifications, is ever going to rise 
much above mediocrity. 

The solution seems to lie neither 
in the hamstringing of creative 
talent nor in the elimination of 
science. What is called for is a 
happy wedding, with creative tal- 
ent permitted to exercise its scope 
and flair upon a sound basis of 
proven principles. The wise copy 
chief and the wise client know 
this, and act accordingly. 


Planning for Scarcity? 


Edwin A. Lahey, columnist for 
the Chicago Daily News, wrote a 
piece a few weeks ago which has 
been bothering us ever since we 
read it. Mr. Lahey says the pri- 
vate enterprise system lacks 
vision and confidence in the fu- 
ture. And perhaps we were espe- 
cially impressed with his argu- 
ment because we read his piece 
on one of the country’s best 
known trains—where we had to 
wait in line 45 minutes for dinner. 

“It’s perfectly natural,” Mr. 
Lahey said, “for private capital to 
be a little wary of overexpansion. 
. . But the damaging fact remains 
that we have built our world at 
a depression level. This is ap- 
parent if you do much traveling. 

“You can’t travel easily in this 
country unless there are eight or 
10 million people out of work. If 
business is good and everybody 
has a job, all our facilities are 
overtaxed. . . 

“Why must there be a depres- 
sion before you can get railroad 
accommodations without knowing 
the president of the road? Why 
can’t you eat in a good restaurant 


body’s working? Why aren’t there 
theater, concert and movie seats 
enough to accommodate everybody 
with the price of admission in 
good times? 

“The answer, I believe, lies in 
our silly reverence for the theory 
of scarcity. 

“Henry Kaiser thinks that pri- 
vate enterprise ought to stop 
thinking in depression terms, and 
show less fear of expansion. Who 
can say him nay?” 

Well, a lot of people can say 
Henry Kaiser nay, but there is a 
great deal of food for thought in 
'what Mr. Lahey says, neverthe- 
less. 

Personally, we are completely 
unwilling to accept the thesis that 
/normal life in the United States 
\consists of standing in line in 
|restaurants and theaters, at ticket 
windows and hotel counters. May- 
| be we are, collectively, too fear- 
‘ful of the future. Maybe the 
present bulge in the economy isn’t 
a bulge at all; maybe we have 
‘reached a new plateau of eco- 
nomic life. Maybe we do need 
|some expanded physical facilities 


on client parties 


"Whaddaya complaining about? | don't have to take any beautiful blondes out 


any more, do 1?" 


On Tablets? 


Clem Lane, city editor of the 
Chicago Daily News, recently 
cleared up a few misconceptions 
in speaking to the Publicity Club 
of Chicago. 

Mr. Lane prepared his talk by 
asking for contributions from his 
reporters, a few of which are here- 
with presented: 

“Don’t make a writer wade 
through three pages of copy to 
write a six-head”; “tie up a phone 
by going into detail about an item 
which will never see the light of 
day because you’ve left the list- 
ener too weak to hit the keys”; 
“phone in with stories that can 
be mailed.” 

Further, Mr. Lane furnished the 
publicity group with a set of com- 
mandments, two of which follow: 

“Thou shalt not offend good 
taste—if thou must use gals to plug 
the product, use pretty ones.” 

“Thou shalt be brief, be honest, 
be accurate, begone!”’ 


In Memory 

Doughnut bakers of America, 
with an assist from the Doughnut 
Corporation of America, recently 


raised this plaque at Camden, Me. 
Thus is recorded one of man- 


kind’s really significant inven- 
tions. 
Spotted 


A friend of ours was shaving 
briskly the other morning, with 
his five-year-old son for an audi- 
ence. 

“Gee, dad,” his son said ad- 
miringly, “how can you shave so 
fast and not cut yourself?” 

“Experience,” said our friend, 
mowing neatly through the lather. 
| “Experience is the best teacher,” 
‘said his heir, wisely. “It’s the 
|same in cigarets.” 


Firm but Gentle 


a grasp, recently reported that 
foundation garments are now worn 
by more than 80% of American 
women, and that 1948 sales will 
equal those of 1947, when they 
reached $200,000,000 at wholesale 
levels. 

Benn Lewis, its president, noted 
that there would be no return to 
the, hour-glass figure. Comfort 
will continue to be the industry’s 
keynote, he said. 


Jottings 

The Moderation Store in Dallas 
is a liquor store. .. 

Charles Sandahl, manager of 
Sandahl Beverage Company, Aus- 
tin, Tex., sends each new family 
in town an invitation to visit his 
plant and receive a free gift of 
12 bottles of Hires. .. 

If you’ll telephone the Lionel 
Corporation, New York, the first 
sound you’ll hear is a toy train 
whistle, followed by the operator’s 
voice... 

Lisbeth Shop in Freeport, N. Y., 
(over Willa’s Beauty Salon) now 
gives the winner of the lucky sales 
receipt in a monthly drawing an 
amount of merchandise equal to 
that on the receipt. . . 

From a Joseph M. Klein, New 
York, ad: “A complete selection of 
ready-made suits with vests in 
hardwearing worsteds, sharkskins 
and plaids...” Yes, but what 
are the suits like? ... 

Students at Philly high schools 
are wearing felt patches four 
inches in diameter, which have 
the name of the high school, a 
WPEN microphone, and the words 
“member 950 club,” the station’s 
daily teen age disc show... 

If you like Westerns, you’ll get 
a kick out of CBS’ “Hawk Larra- 
bee,” (7 p.m. EST, Saturdays) one 
of the best-written and produced 
action shows we’ve heard in a 
long, long time. Partially due to 
producer Bill Robson, who di- 
rected the superb “Man Behind 
the Gun.” .. 

To men who’ve tried to imagine 
whose initials are whose on mem- 
oranda, it will come as good news 
|that the Dallas News has crossed | 
ithe Rubicon: full-name signatures 
|will henceforth appear on inter- 
| department memos. . 

The National Better Business 
| Bureau reports that during the 
summer unordered etchings from 
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‘Genoa flooded the mails. The | 


|sender, an Italian artists’ coopera- | 


| 
| 
i 


The following documents may be 
secured without charge from com- 
panies sponsoring them or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. Address ADVERTISING 
AcE, 100 E. Ohio St., Chicago 11, 


No. 2940. NIAA Report for In- 
dustrial Equipment News. 


Forty-eight items of factual 
media information, presented in 
the form requested by the Na- 
tional Industrial Advertisers As- 
sociation, are put together in this 
folder, issued by Industrial Equip- 
ment News. 


No. 2941. Spotlight on Sales. 


The American Home Spotlight 
of the Month, the publication’s de- 
partment store merchandising 
plan, gets the spot with examples 
and illustrations of its use in this 
brochure. 


No. 2942. The Sioux City Story. 


The story of the Sioux City, Ia., 
market,—its agricultural re- 
sources, industries and newspaper 
coverage—is told in this illus- 
trated brochure, issued by the 
Sioux City Journal and Journal- 
Tribune. 


No. 2943. 
Market. 


The Minneapolis Star and Trib- 
une have issued this market data 
booklet, which contains an an- 
alysis of market characteristics 
and maps indicating daily and 
Sunday coverage of the newspa- 
pers. 


No. 2944. The 1947 Iowa Radio 
Audience Survey. 


This is the 10th consecutive 
study of radio listening habits in 
Iowa, by Dr. Forest L. Whan of 
the University of Wichita, and is- 
sued by Central Broadcasting 
Company, owner of Station WHO. 


No. 2945. Baton Rouge Market 
Data, 1947. 


The Morning Advocate and 
State Times, Baton Rouge, La., 
have issued this folder listing 
market. data for the Baton Rouge 
ABC city zone and the 9-parish 
ABC retail trade zone. Leading 
industries of the region are listed, 
and tables cover circulation and 
advertising rates. 


The Upper Midwest 


No. 2926. Survey of the Airports 
Field. 


Haire Publishing Company has 
issued this detailed report cover- 
ing all phases of the markets that 
exist in connection with airports 
which, it is pointed out, are avia- 
tion’s point of sale and point of 
use, 


No. 2906. Hygeia Reader Survey. 


Starting with a tabulation of 
geographical distribution, this 
Hygeia report discusses the pub- 
lication’s audience, showing fam- 
ily status, age, income, home own- 
ership, occupation, etc. 


No. 2899. Consumer Panel Report 
No. 3. 


Mechanix Illustrated has issued 
this report in its continuing stucy, 
which provides detailed informa- 
tion on brand preferences, smok- 
ing habits, hobby interests, in- 
come, occupation and homes of 
Mechanix Illustrated readers. 


No. 2922. From Plans to Profits. 
Chain Store Age has issued th:s 
folder outlining the prospects for 
store construction and moderniza- 
tion and showing how to get 2 
share of this market through the 


The Corset and Brassiere Asso- tive, asked American recipients to| 1948 Store Equipment and Con- 
and eat at leisure when every-|to take care of our normal needs. | ciation of America, a group with | fix a price considered fair. . . 
' 


struction Catalog Directory. 


Cir 
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ARE 
COASTING ALONG 
WITH 
OUT-OF-DATE 


“FIGURES ?” 


You need today’s 


Facts and figures on 


Philadelphia—America’s 3rd Market! \y 


Ni) UN uf 
In a supercharged merchandising world, you'll soon a R 
hit dead-end, unless you make use of today’s facts and 
figures. In Philadelphia, 1947 statistics show that 
THE INQUIRER stands first in advertising directed to 
women, is out front in total advertising ... and leads 
in advertising RESULTS. Your Philadelphia 
schedule is incomplete unless it includes Philadelphia’s 
PRODUCTIVE newspaper... THE INQUIRER. 


NOW IN ITS 14TH CONSECUTIVE YEAR 
OF ADVERTISING LEADERSHIP 


= ZZ, 


TELL I§T #N THE MORWNING...TELL IT 


The Philadelphia Mnquirer 
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CIRCULATION: DAILY...OVER 700,000 @© SUNDAY...OVER 1,000,000 
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Maps First Campaign 

The Mississippi Gulf Coast 
Council of Chambers of Com- 
merce will launch its first adver- 
tising campaign this month. The 
program will consist of display 
advertising principally in north- 
ern and midwestern newspapers, 
and will coincide with the adver- 
tising program of the Mississippi 
agricultural and industrial board. 


Prepares Rubber Film 


B. F. Goodrich Company, Akron, 
has prepared a 28-minute techni- 
color sound movie, entitled “Rub- 
ber Lends a Hand,” which shows 
the role rubber is playing in mod- 
ern agriculture. The film may be 
borrowed without charge. 


FREE ine oe your ads 


with LIFE-like EYE* 
by biggest 


where. 
monthly. Mat or Glossy 
wae, ona = low cost. 


FREE 
oe No. 08. "ine aean- 
tions. EYE*CATCHERS, 
10 BE. 38 St., N. Y. C. 16 


Hope, Backus Get 
Low Acceptance 
in College Poll 


COLLEGEVILLE, IND.—A_ Radio 
Acceptance Poll organized by col- 
lege students to rate radio pro- 
grams on the basis of their high 
or low-type humor, has given its 
“barely acceptable” rating to Bob 
Hope and Jim Backus in the first 
two polls: 

Highest rating for the week of 
Oct. 19 went to General Foods’ 
“Baby Snooks” program. Its 76- 
point rating won out over “Fibber 
McGee and Molly,” which had a 
75-point score. In the week of 
Nov. 3, “Baby” again led with 81, 
outpointing “Fibber” and_ the 
Burns and Allen show. 

All other shows in both tests 
were rated “acceptable” except 
the Hope show in the first audit- 
ing, when it scored 14 points, and 
the Backus show in the second 
poll, which had only 23 points. 


Radio Acceptance Poll gives an 
“unacceptable” rating to any pro-| 
gram scoring minus 25 to minus 
75 points, and “offensive” are 
shows scoring from minus 75 to 
minus 100 points. 

About 1,000 students from 131 
schools tock part in the auditing. | 
Headquarters for the RAP is at| 
St. Joseph’s College here. 


Promotes Gordon Lund 


Gordon C. Lund, editorial di- 
rector of Ridings & Ferris, Inc., 
has been appointed head of the 
company’s Rochester, N. Y., office, 
succeeding H. F. Williams Jr.- who 
has been named director of pub- 
lic relations of the Evansville 
Manufacturers’ and Employers’ 
Association, Evansville, Ind. 


Names Marketing Counsel 


Federated Sales - Advertising 
Service of Boston has been named 
as marketing counsel for Flame- 
O-Cide, a fire prevention treating 
process for fabrics and other ma- 
terials, made by Flame-O-Cide, 
Inc., Knoxville, Tenn. 


ED DANFORTH 
Sports Editor 


Five . 


six and even seven Southeastern or 
Southern Conference football games are covered by 


The Atlanta Journal's staff of Sports Writers each 
week. On Sundays, eight and ten pages are given 
over to the “best coverage” of football given by 
any Southern Newspaper Telescopic “Big Bertha” 
cameras, a Fairchild Sequence Camera plus AP and 
Acme Wirephotos give The Journal picture coverage 
of these games no other Southern newspaper 
*can give. The Atlanta Journal has long been 


+ @ sports editor in Atlanta for 
more than 28 years, specializing in 


football. He is recognized as the No, 1 
Southern Sports columnist and is also 
known as the Dean of Southern Sports 
Writers. He has covered 22 Kentucky 
Derbies . . . six Rose Bowl games and 
many World Series games. 


MORRIS 
McLEMORE 

- @ Specialist in foot- 
ball. McLemore has been 
with The Journal since 
1940 with time out to 
serve as Infantry Cap- 
tain in Europe during 
World War I. 


0. B. KEELER 


. the Nation's No. 1 
Golf writer. He has cov- 
ered 67 National Golf 
Tournaments in the U. 8. 
and Great Britain and is 
the ONLY person in the 
world who saw Bobby 
Jones win all 13 of his 
National Golf Champion- 
ships. 


‘{ —=—_ 4 
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ED MILES 


. @ sports writer for 
The Journal for 23 years. 
His specialty is golf and 
ranks among the best in 
baseball and football re- 
porting. Miles served as 
s Lt. Com. in World War 


BILLIE CHENEY 


. cevers Prep Sports 
and is The Journal's 
“Inquiring Sports Re- 
porter” Miss Cheney is 
one of a few women in 
the South who success- 
fully follows sports writ- 
ing as a career. 


recognized as the greatest newspaper in the South 


on Sports coverage—and here’s why . . . 


it has 


The South’s Greatest Sports Staff. 


BILL 
RICHARDSON 
. has covered Prep 
Sports for The Journal 
since 1943, The Journal's 
Sports Section is “‘must 


reading” among high 
schoolers, because of its 
outstanding Prep Sport 
coverage. 


er 


a 
JIMMY WALL 


‘ writes about Prep 
Sports with an amazing 
technique for predictions 
—his reporting and writ- 
ing is “must reading” 
among Prep Sport en- 
thusiasts and has a huge 
high-school following. 


JOE 

LIVINGSTON 

° writes an outdoor 
column “In The Open”’ 
and is an accomplished 
writer on baseball, foot- 
o_ boxing, basketball 
an e 


BOBBY 
FITZGERALD 


. has been with The 
Journal for three years 
as Prep Sports reporter 
and has built a big fol- 
lowing among Prep and 
High School readers. 


Che Atlanta Zournal 


Covers Dixie Like the Dew 


"The Voice of the South 


GUY TILLER 


+ &@ sports writer in 
Atianta for 11 years, with 
three years out for serv- 
ice with Admiral Halsey 
in the South Pacific. 
Specializing on football 
and baseball, he also 
writes a column “Names 
in The Sports News’’. 


DAN 

MAGILL, JR. 

. » as Prep Sports Ed- 
itor, he heads the “staff 
within a staff" which 
covers all phases of Prep 
Sports. Recognired as an 
accomplished athlete, he 
served as an athietic 
officer in the Marine 
Corps during the war. 


Advertising Age, December 1, 1947 


Charles E. Murphy, AFA general counsel, was elected Justice of 
the New York state supreme court, 2nd judicial district, in the 
recent election... 

On Dec. 4, the American Society of Mechanical Engineers will 
present the 1947 Gantt Memorial Medal for “distinguished achieve- 
ment in industrial management as a service to the community” to 
Alvin E. Dodd, pres. of the American Management Association. The 
presentation will take place during the ASME’s annual meeting in 
Atlantic City... 

Louis Ullman, pres. of Red Top Brewing Co., Cincinnati, is the 
proud possessor of an honor award presented to him by the Ohio 
Brewers Association, “as a token of appreciation . . . for his many 
years of service to the industry.” Mr. Ullman was the association’s 
president in 1946. 

Vic West, public. relations director of Pillsbury Mills, Minne- 
apolis, was honored recently by Minneapolis and St. Paul news- 
papermen when he was given the IWANOM award for 1947. The 
award, which means “I Was A Newspaperman Once Myself,” was 
given at a Page One 
Ball held by the Twin 
Cities Newspaper 
Guild. .. 

Don Perkins, Look 
Magazine staffer, has 
purchased an ll- 
room fieldstone house 
and 50 acres in West- 
port, Conn., from 
John B. Watson, 
vice-president of 
Wm. Esty & Co... 

A recent arrival in 
this country is Ed- 
ward Williams, head 
of radio in J. Walter 
Thompson Company’s 
Buenos Aires office. 
James Buchanan, art 
director of JWT’s 
Montreal office, is in 
New York now for a 
three weeks’ visit. . 

William D. Lane of 
Batten, Barton, Dur- 
stine & Osborn, New 
York, and Jean Mar- 
cell, of Teaneck, N. J., 
were married on Nov. 
15. . . And James 
Robinson Daniels, on 
the editorial staff of 
Modern Industry, is 
engaged to Patricia 
Seaman... 

The Direct Mail Advertising Association honored Edward N. 
Mayer Jr., immediate past president of the DMAA, at its second 
past president’s luncheon held at the Waldorf-Astoria on Nov. 
26 % 

Eliott D. Odell, ad director of Fawcett Publications, Inc., New 
York, celebrated his 10th anniversary with the company on Nov. 
21. The executive staff gave him a luncheon at the Hotel Astor... 

Walter Craig, vice-president in charge of radio of Benton & 
Bowles, New York, is the proud father of a baby girl, Patricia Anne, 
born on Nov. 12 at Flower Hospital, New York... 

The Television Workshop of New York celebrated the beginning 
of its fifth year of operation with an open house party on Nov. 18. 
The workshop now has 15 classes in session. . . MBS President 
Edgar Kobak, a former student of Notre Dame, attended the uni- 
versity’s advisory committee meeting out at South Bend on Nov. 
| 


Macfadden Publications, New York, gave a luncheon Nov. 5 to 
welcome eight new members to the organization’s Twenty Year 
Club. Orr J. Elder, president of Macfadden, presented gold watches 
to the new members, who are Harry Filger, True Story salesman 
in the Chicago office; Victor Roth, president of Empee Corporation; 
Josephine Gardiner Wagner, Advertising, Women’s Group; Frances 
Spielman, cashier; Katherine Alpers, circularizing department; Sal- 
vatore Corone, managing editor of True Detective and Master De- 
tective; Irving Simon, production manager, and Wanda Swiatek, 
claims clerk. . . 

Taking time out from the Grocery Manufacturers of America 
meeting in New York, Paul S. Willis, GMA president, took part in 
a discussion on “What Should We Do to Check Rising Prices?” on 
the “America’s Town Meeting of the Air” program heard on ABC. . 


James S. Morganthal, account exec of Grey Advertising Agency, 
has joined up with the intensive business training program unit a‘ 
New York’s City College, to teach an advertising course at the 
college’s Midtown Business Center... F. E. Fitzsimonds, mgr. 0! 
the Bismarck, N. D., station, KFYR, has been elected v.p. of the 
Bismarck Association of Commerce for a year’s term. He has served 
on the group’s board for the past couple of years... 


Tarpon fishing in Fort Lauderdale, Fla., is helping Warren O. 
Woodward, v.p. of Hussey-Woodward, New York display specialist 
recuperate from a recent operation. . . Errol C. Prince, photographer 
of Cramer-Krasselt, Milwaukee, is a member of the Gatti-Halli- 
crafter expedition, which left New York for Mombasa, Keny: 
Colony, Africa, a couple of weeks ago. Mr. Prince will return to 
the agency at the end of the six-months trip... 


John S. Knight, editor and publisher of the Chicago Daily News 
and publisher of papers in Akron, Detroit and Miami, is holder 
of the 1947 Frank M. Hawks Memorial trophy “for the outstand- 
ing contributions of his newspapers to the development of aviation 
in America.” The award is given annually by Air Service Post 
501 of New York (American Legion)... 


EUROPE-BOUND—Col. Ward Wheelock, president 
of Ward Wheelock Co., Philadelphia, and Mrs. 
Janet Murrow, wife of CBS Newsman Edward R. 
Murrow, wave goodbye before winging their way 
to Europe. Col. Wheelock, whose agency handles 
Murrow's Campbell Soup newscasts on CBS, was 
off to London on business. Mrs. Murrow made ad- 
vance preparation for her husband's coverage of 
Princess Elizabeth's wedding. 
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How many shoes 
must an agency wear: | 


"Meade ne, 
, TT yt) 


"A successful advertising agency 
must have a unique ability to put itself 


into somebody else’s shoes. . . 


« Into the shoes of a woman 


buying a mattress... . = ae 
: "Or a smail boy buying a 


: | bar of candy... 


% 


ee = 


"Or a jobber’s routeman... 


* Into the shoes of a department 


"Or a production line worker 


store salesgirl ... 


For, to produce consistently effec- | which is experienced, expert in the 
tive advertising, it must know how newest and best techniques—and 
all these people—and many more — with enough man power to doa job. 


—think and feel. In this respect, we think Y&R’s 
Acquiring this vital information _ facilities are unmatched in the ad- 
calls for a Research Department vertising field. 


| YOUNG & RUBICAM, INC., ADVERTISING 


New York Chicago Detroit San Francisco Hollywood Montreal Toronto Mexico City London 
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Telecoin Offers 
New Finance Plan 


New YorK—Telecoin Corpora- | 
tion is introducing a package 
finance plan which will permit the 
financing of 85% of the cost of 


The fight is on tor the same dollar. It's 
@ healthy fight. Make it profitable. Use 


the Ist paper 


|“Launderette” store equipment | 
|over a two-year period. 


Facilities of the Bank of the 
Manhattan Company will be made 
available to the self-service laun- 
dry store operators. Cost of 
equipment for an average 20-ma- 
chine “Launderette” store is ap- 
proximately $6,500. 

Announcement of this financing 
plan was made on the third anni- 
versary of the opening of the first 
“Launderette” store in the Bronx. 
There are now 1,200 in 700 cities 
and 45 states. An additional 35,- 
000 Telecoin coin-operated wash- 
ers are being used in apartment 
house and factory installations. 


To Zimmer-Keller 


Pittsburgh Valve & Fittings 
Corporation, Barberton, O., a di- 
vision of the Pitcairn Company, 
has placed its advertising with 
Zimmer-Keller, Detroit. Business 
papers and direct mail will be 
used. 


ATwo Billion $ Market. 
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Central Studios 
Highlight of the Year 


Buyers for the nation's chain and in- 
dependent auto supply stores will 
read Automotive Retailer before they 
leave their desks to attend the 


AUTO ACCESSORIES 
VOLUME SHOW 


in Atlantic City, Feb. 9 to 12, 1948. 
— advertising copy for the pre- 
show 


JANUARY ISSUE OF 
AUTOMOTIVE RETAILER 


will get attention from big buyers of 
auto supplies, hardware, radio, tele- 
vision, electrical goods, sport goods, 
paint, bicycles, toys and allied mer- 
chandise. 


FORMS CLOSE DEC. 23, 1947 


POCKETS AR 
IN 


E JINGLING 


because it is estimated that Colorado’s cash 
farm income in 1947 may top 1946 by almost 


Mull 


—_—-_ 


eel 


25%. In 1946, Colorado’s average 
cash income per farm was $8,770. 


REACH THI 


SAM R. McKELVIE, Publisher 
P. O. BOX 1349 


Rancher acd Farmer 


° 
MEMBER WESTERN ASSOCIATED FARM PAPERS 
Chicago New York San Francisco 


S MARKET 


GLENN BUCK, Gen. Mgr: 
DENVER 2, COLO. 


Ads Do Job After 
Belgian Publicity 
Campaign Falters 


BrusseLs—The results of Bel- 
gium’s keep-the-price-down cam- 
paign have furnished another tes- 
timonial to the effectiveness of 
advertising as a propaganda 
weapon. 

On July 25, Prime Minister 
Spaak opened the drive with a 
speech explaining the purposes of 
price control measures taken by 
the government in order to com- 
pensate for the elimination of 
subsidies. He appealed to con- 
sumers to: “Resist. Do not buy 
at ‘any price’ or at ‘any shop.’ 
Buy everything at normal prices.” 

The declaration was broadcast 
and rebroadcast, and all news- 
papers carried the message. How- 
ever, eight weeks after his orig- 
inal declaration a research study 
showed that only 56% of the 
people had heard of the campaign. 

After the survey, the advertis- 
ing swung into action through 
Agence Rossel and Publicontrol, 
two leading agencies here. Full 
pages ran in the press quoting the 
prime minister’s speech and ask- 
ing both merchants and consumers 
to join in holding down the price 
lid. 

Posters, street displays and dis- 
plays in the larger stores all were 
employed. After a month of ad- 
vertising, a second survey showed 
that 94% of the men and 88% of 
the women knew of the effort to 
hold the price line, and an over- 
whelming majority knew what 
was expected of them. 

The government is 
with results thus far, although 
42% of those interviewed were 
doubtful as to whether the buyer 
could have an effective influence 
on prices. 


satisfied 


Ford Dealers Sponsor 
MBS ‘RFD America’ 


“RFD America,” a quiz show 
for farmers, will be sponsored by 
the Ford Dealers Association over 
Mutual, starting Jan. 8. A tran- 
scribed Lou Cowan, Inc., pack- 
age, the 30-minute broadcast will 
be carried as a sustainer for a 
few weeks before its debut with 
the sponsor. 

The program, to be heard at 
9:30 p.m., EST, Thursdays, is 
handled through J. Walter Thomp- 
son Company. 


Becomes Corporation 


Manson-Gold Advertising 
Agency, Minneapolis, has been 


changed from a co-partnership to 


a corporation, Manson-Gold Ad- 
vertising Agency, Inc. There will 
be no changes in policy. 


line. More of What. 


it,” says the copy. 


WITH 


Mexe of everviddny you want with Meer! 

Viet ¢ what. Qeusateb aged thousands a saying 

as they get behind the wheel ad dieu pe Mienvarys 
| sogpil tart yoo givens? 

Sew fie yourself, One look at that geared Dene, 

that ermoniee gBvicning fesse. grille, shew tom tang 
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Packard. 


baker again. 
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Gets Slack Account 


Alvin Gardner Company, New 


6 6 ee ee ee 


the Creative Uans Corner 


The advice to “get a little more you” into the copy is a 
bromide that has always irked the inhabitant of this partic- 
ular Corner. Here, in this Mercury ad, is a prize example of 
how cockeyed it can be. 

More of everything you want with Mercury, says the head- 
I want Hydramatic. 
have that? I want buttons that push the windows up auto- 
matically. Does Mercury have them? 

“One look at the graceful beauty, that massive gleaming 
front grille, those flowing lines and you’ll see Mercury has 
more style—style you grow to like more every time you see 


Horsefeathers. Every time I see a Mercury I wonder why 


WL, OF EVERYTHING You WANT 


Ss in aot yen’ ane thas Mesery gives yoa merre 
pooety, Sig car content. Yen”ll adimire tte leaner 
tulle Lathoond neetors ieteret oath « perinctions 
al detail that’s prof of saperior urefocaambe 
theoaghauc Agel youl watics, 100, Gut theese 
more chen bos all derecrmens. 


— - 


Mare “ga” — mare conndest, two! 


Mate wplemimide and ott Prive tt Yow thelll he nes grower -tucdtg atest Get more Fieworytiting: you mune in pone matt cas 

Rave aed poe H ee Mereary bess more stpheestyte erg rexfewmivnmess 3 wheel sad kenge, % with Mercury? : 
$isis ones 4 Bike more every Sime yoo we Ht, ‘Phen wk any Maxecity omieaty Aah billogbena np. MEE URY —OFFIE Oe OF FEE MOTOS COmeRUY 

i Bs : 


it doesn’t look as up to date as Studebaker. Why it isn’t as 
low as Buick. Why it doesn’t have mudguards like the new 


“Sit in it,” says the copy, and, among other things, “you’ll 
admire its beautifully tailored two-tone interior with a 
perfection of detail that’s proof of superior craftsmanship 
throughout. And you’ll notice, too, that there’s more vision 
in all directions.” Me, I’ll sit in a Cadillac for perfection of 
detail. And, as for vision, excuse me if I bring up Stude- 


When you get more you into your copy, you better be 
sure it’s more than just the pronoun. Real, live you’s get 
] around. They know what’s what. You can’t kid them. 


Advertising Age, December 1, 1947 


Does Mercury 
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‘Tribune’ Ups Harlow 
Harry T. Harlow Jr., in the ad- 


York, has been named to direct 
the advertising, publicity and pro- 
motion of Ronham Sportswear, 
Inc., New York, manufacturer of 
men’s slacks. 


vertising department of the Chi- 
cago Tribune, has been named 
assistant to Wallace E. Bates, 
manager of the Tribune’s Detroit 
office, effective Jan. 1. 


Ma YOU CAN BUY OVER A MILLION 


alt 


= Anta eS 


M/E PROSPECTS FOR 36% LESS 
ee 


The Eagle Magazine with 1,052,000 circulation, is 
the fastest growing fraternal publication in its field, 
and the following figures taken from Standard 
Rate and Data show that its rates are the lowest: 


RATES FROM JULY 15, 1947, SRDS 


MAGAZINE MAXIMIL MINIMIL 
Eagle 3.74 3.56 
Elks . ° 5.10 4.84 
Foreign Service 4.42 4.12 
legion . ° 8.24 7.84 
i Ni PO OI OE, OT, I ET, I, 


WARNER BUILDING - MILWAUKEE 3, WIS. 
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, a YEAR OLD BOY KILLS PLAYMATE! ‘He 
called me ‘sissy’—I ain’t sorry!’’ 

‘*Ho-hum. What’s the world coming to?’’... and, 
unless it happens to be YOUR KID, you turn to the 
financial section to see what Amalgamated Pewter did 
today. 


« * * * 

Attention, sob-sisters! If it’s a real cry you want, you 
don’t have to go all the way to Europe for it—drop into 
juvenile court any morning. 

No—the police can’t do much about it. The judge can't 
do much about it. Juvenile delinquency begins at home. 
It’s MOTHER’S and FATHER’S business! 

The answer to this whole juvenile delinquency prob- 
lem is more HOMES. Homes lit up with sunshine, 
laughter and love. Homes that are more fun than the 
gang on the corner, or a dark alley full of rats and gar- 
bage cans. Homes that start the day with buckwheat 
cakes, sausage—and prayer. That know about God, and 
aren’t too mealy-mouthed, or too drunk, to explain HIM 
to wide-eyed, soul-starved kids who need a fine, strong 
hand to hang onto. 


* * * 

All.right—where such homes are lacking, somebody’s 
got to figure out something to take the place of them 
—and that’s where THE OFF-THE-STREET CLUB 
comes in. 


jster® 


If all the hell-bent kids that this great Club has 
turned into clean, fine citizens, could be lined up—it 
would make you forget the most inspiring parade you 
ever saw march down Michigan Avenue. 

Yes—making men for tomorrow out of kids that need 
help today is the volunteer job of Chicago’s own OFF- 
THE-STREET CLUB. And that Club, fellow oldsters, 
deserves all the support we can possibly give it. 


” ” + 

That’s the way the CHICAGO FEDERATED ADVER- 
TISING CLUB feels about it. So, once a year, about this 
time, we throw an all-out Christmas party—just for the 
kids of THE OFF-THE-STREET CLUB. 

This year we are going to stage the biggest, heart- 
warmingest party of the kind we have ever held. 

Be there, won’t you? 

The kids will be looking for you. 


PLACE: Stevens Hotel. 


STARTING TIME: 12:00 Sharp! 

You won’t begrudge the price ($6.00)—because half of 
it GOES TO THE OFF-THE-STREET CLUB —to these 
very kids and their kind. 

Mail your reservation and check today, to: 

C. F. A. C. Headquarters: 139 North Clark Street. 


REMEMBER THE DATE—DECEMBER lIiIth! 


Written by Homer McKee 
Roche, Williams & Cleary 


Chicago Federated Advertising Club 


139 North Clark Street e Chicago 2, Illinois 


donated by Collins, Miller & Hutchings, photo-engravers, 207 North Michigan Avenue, 
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Donold Lourie 
Named President 
of Quaker Oats 


SHERMAN, TEX.—Donold B. 
Lourie, executive vice-president 
and former advertising manager 
of Quaker Oats Company, Chi- 
cago, has been advanced to presi- 
dent of the firm, 
it was announced 
here following 
the first board of 
directors’ meet- 
ing in Texas. 

The directors’ 
session was held 
at the site of 
Quaker Oats’ six- 
year-old mill- 
ing operations in 
Sherman. 

Mr. Lourie 
succeeds R. Douglas Stuart, who 
has been elected vice-chairman of 
the board, a newly-created posi- 
tion. John Stuart, brother of R. 


Donold Lourie 


HAS WAAT BEEN 
A BETTER BUY! 
oeeeeeee RATINGS 
PROVE IT....... 

RESULTS 
PROVE IT....... 
FOR WAAT 


ADVERTISERS 
WHO KNOW THAT 


WAAT DELIVERS 
MORE LISTENERS. 
PER DOLLAR IN 
NORTH JERSEY 
AND NEW YORK 
CITY THAN ANY 
OTHER STATION 
4. INCLUDING ALL 
50.000 WATTERS. 


> FIRST IN AM 


} FIRST IN COM- 
MERCIAL FM 


e SOON FIRST IN 
FACSIMILE 


} SOON FIRST IN 
TELEVISION 


New Jersey's I! Station 


KAT 


NEWARK-NEW JERSEY 


Douglas, continues as chairman, 
and H. Earle Muzzy, formerly 
vice-president in charge of ex- 
port, succeeds Mr. Lourie as ex- 
ecutive vice-president. 

The new Quaker Oats president 
started with the company’s sta- 
tistical department in 1922, serv- 
ing in both the Chicago and Cedar 
Rapids, Ia., offices. He was trans- 
ferred to the advertising depart- 
ment in 1930 and named adver- 
tising manager. Mr. Lourie be- 
came sales manager in 1936 and 


vice-president in 1942, and three 
years later was elected a director 
of the company. 

R. Douglas Stuart, who joined 
the company in 1906, was trans- 
ferred from the Peterboro, Ont., 
plant to the U. S., joined the sales 
division, and in 1917 moved over 
to the advertising staff. Following 
Red Cross service overseas in 
1918-19, he returned to Quaker 
Oats and in 1923 was named vice- 
president in charge of advertising. 
He became a director in 1925, first 


Advertising Age, December 1, 1947 


vice-president three years later, 
and president in 1942. ; 


Industrial Admen Elect 


The Industrial Advertisers 
Council of Western Washington, 
Seattle, has elected Byron Walker, 
Pacific Car & Foundry, president. 
Other officers elected are Harry 
Pearson, Pearson & Morgan, vice- 
president; Kenneth Schell, Skagitt 
Steel Works, Sedro-Woolley, sec- 
retary, and Walter Irvine, Deers 
Press, treasurer. 


Joins Ford of Canada 


Stanley A. Lorriman, formerly 
with the Poster Advertising Asso- 
ciation of Canada, Toronto, has 
joined the advertising department 
of Ford Motor Company of Can- 
ada, Windsor, Ont. 


Appoints Distributor 


Lady Esther Ltd., Toronto, has 
appointed Norman S. Wright & 
Co., Toronto, as Canadian dis- 
tributor for all Lady Esther cos- 
metic products. 
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Who Looks? Video 
Backers Must 
Know: Gamble 


New YorKk—Telecasters should 
begin providing some concrete in- 
formation about their audiences 
as an aid to potential sponsors, 
Frederic R. Gamble, president of 
the Americam Association of Ad- 
vertising Agencies, told the Amer- 
ican Television Society last week. 
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He said it is imperative that 
advertisers know who has a set, 
who looks at it and how the 
audience is broken down by sex 
and age. 

Asserting that television may 
become the greatest means of 
salesmanship of all time, Mr. 
Gamble cited a number of short- 
comings of video in its present 
stage, as follows: 

Transmission equipment, with 
sporadic breakdowns, needs to be 
improved. Many local stations are 


still plagued with “‘ghosts” (double 
images). Plain background should 
be utilized more often to avoid 
impressing the audience with the 
fact that the station is using the 
same studio over and over. 


Need Improved Signals 


Television producers need im- 
proved signals to indicate to the 
performers when they are on and 
off the air. Recently, the same 
movie was shown by two differ- 
ent stations two nights in succes- 


sion. 

The Four A’s executive also 
suggested that better programs 
would result from competition 
among agency producers and sta- 
tion producers, with more crea- 
tive minds at work on the prob- 
lem. Until recently some stations 
—notably NBC’s New York out- 
let, WNBT—permitted only sta- 
tion personnel to produce their 
shows. 

Despite the fact that it will be 
“a long time before television 


...A MODERN 
HORATIO ALGER 


There is immediate need for an author who can popularize 
today’s success stories! For, today, those who believe in the 
philosophy of Strive and Succeed are all too few. A recent 
public opinion poll sets the number at less than 50%! And 
the fact that this disbelief in the worth of work runs through 
all age groups indicates that our author is faced with the 
task of writing stories that will carry the message to our 
youth—and their elders. 


Certainly there are enough modern true stories of success 
to prove that hard work is the highroad to success. Stories 
of apprentice machinists who worked their way into the 
presidency of corporations employing thousands... . of copy 


boys who worked their way into the top ranks of the pub- 


lishing field. 


ew 


CHIL 
CHESTNUT AND 56TH STS. 
PHILADELPHIA 39, PA. 


We, at Chilton, believe that, lacking a modern Horatio Alger, 
the job of reviving the belief that hard work pays off for the 
worker must be done by all those concerned about the future 
of America. And we believe that the only way to insure 
success in this task is by working hard. 


CHILTON 


TON COMPANY (INC.) 


100 EAST 42ND STREET 
NEW YORK 17, N. Y. 


TICAL MOURNAL AND REVIEW OF OPTOMETRY © THE JEWELERS’ CIRCULAR-KEYSTONE * AUTOMOTIVE INDUSTRIES * MOTOR AGE 
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THE SPECTATOR PROPERTY INSURANCE REVIEW 
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audiences justify programming on 
the scale of radio,” most agencies 
are devoting time to the study of 
the medium if not already pro- 
ducing shows or announcements 
for their clients, he concluded. 


Named Sales Manager 


Kenneth J. Crawford, long ex- 
perienced in the lithographic field, 
has been appointed sales manager 
of Cincinnati Lithographing Com- 
pany and Photo-Lith Company, 
Cincinnati. 


Ken Cooper Changes 


Ken F. W. Cooper, formerly 
sales promotion manager of Rapid 
Grip & Batten, Toronto photo en- 
graver, has been appointed sales 
manager of Modern Press Ltd., 
Saskatoon, Sask., publisher of 
Western Producer. 


Wells Rejoins Penton 


Jim Wells, formerly with Ma- 
chine Design and more recently 
with Putman Publishing Com- 
pany, has rejoined the Chicago 
sales staff of Machine Design, a 
Penton publication. 


(Advertisement) 


There's a Blue 
Serge’ Business 
Market, Too! 


By E. A. W. Schulenburg, 
V-P & Media Director, 
Gardner Advertising, 

St Louis 


A man uses his personal taste in 
subscribing to a business magazine 
just as he does in buying a new 
suit. One wants a blue serge like 
his old one. The next wants the 
latest in gray pin stripes. 


If you use a business magazine 
which reaches only the “grey pin 
stripes,” then you’re missing a 
whale of a lot of your good pros- 
pects. That’s why I prefer to rec- 
ommend more than one business 
magazine to a client. 

There’s so much variety in per- 
sonal tastes that it takes a media 
group to give well-rounded cover- 
age for most markets. (Naturally, 
each publication in the group must 
have “editorial know-how.’) 


It’s worth money to the average 
business advertiser to buy a media 
group which gives him the mass 
circulation to blanket the business 
community of America—so that 
everybody knows about his prod- 
uct or service, so that even the 
non-prospects will have a good 
word to say for him. 


You can get over a million and 
a quarter business subscribers, 
with 82% of them executives from 
the rank of manager and up, 
when you buy only the four lead- 
ing general business magazines— 
Nation’s Business, Fortune, United 
States News and Business Week. 


Not everybody, of course, can af- 
ford such a schedule. However, it 
doesn’t cost as much as you may 
think. And you’ll probably be sur- 
prised at the way such an appro- 
| priation will end up on the profit 
side of the ledger—when you sell 
| the “blue serge” market, too! 
* ea * 


} 

| This column is sponsored by Na- 
| tion’s Business to promote the use 
|of a “mass technique” in selling 
| the business market. 


Four leading general business 
| magazines offer you in 1948 a 
|combined circulation of 1,310,000 
| executive subscribers, over 15 mil- 
|lion pages a year on 12-13 time 
schedule. The combined rate for 
a black-and-white page in all four 
papers is only about $9,725. 

Net Paid Circulation B&W Page 
Nation’s Business. . .600,000 $3,000 


United States News.300,000 2,400 
Lio eee 235,000 2,750 
| Business Week..... 175,000 1,575 


|For case histories of advertisers 
who have found such “mass” 
selling profitable, write Nation’s 
Business, Washington, D. C. 


(Advertisement) 
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POULTRY INDUSTRY MARKET 
| aes 
POULTRY supply dealer 


Pioneer Business Paper Serving The Poultry Industry 


Write on Business Letterhead For Morket Dota Folder 


Loughton Smith 


to Publish New 
Suburban Group 


New York — Loughton Smith 
will resign as promotion manager 
of Popular Science Monthly, ef- 
fective Dec. 15, to establish a new 
|company to publish suburban 
| weekly magazines in several east- 
ern Long Island communities. 

The organization, which will 
have its publishing offices in Bay 
Shore, L. I., will cover community 
news, shore recreations, and shop- 
ping information for several Long 
Island trading areas. Only retail 


to the 
DOLLAR 


BURRIDGE D. BUTLER, Publisher 
1230 Washington Bivd., Chicago 7, Mlinois 


APPLE KING 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . . they 
make impressive holiday eed for clients, business associates, 
friends and family. Free folder explains all. Price: $2.95 and up! 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


ee 


|advertising will be accepted. 


The first edition, with initial 
publication date the third week in 
June, 1948, will be edited for the 
Bay Shore, Brightwaters and 
Babylon area. 


Advances Schneider 


Raymond M. Schneider, assist- 
ant sales promotion and creative 
promotion manager of the leather 
and calendar departments of 
Brown & Bigelow, St. Paul, has 
been appointed public relations 
director of the company. 


Elects Krieger 


J. Gordon Krieger has been 
elected a vice-president of Henne- 
gen Company, Cincinnati printer 
and lithographer. Jack C. Down- 
ing has been appointed sales man- 
ager, and Melville J. Grieszmer, 
sales representative. 


Names Viking Agency 

Tru Balance Corsets, Inc., New 
York, has appointed Viking Ad- 
vertising, Inc., New York, to 
handle its account. 
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NAM May Expand 
Magazine Series 
on Test Findings 


New York — The National As- 
sociation of Manufacturers last 
week scheduled a repeat on its 
previous explanation of the pre- 
liminary work done by Dr. Claude 
Robinson on NAM’s current maga- 
zine institutional advertising cam- 
paign, and incidentally disclosed 
that the campaign will be con- 
tinued into 1948, and that more 
than the 16 magazines now carry- 
ing the copy may be used. 

What obviously held up a full 
and frank disclosure of the Robin- 
son . testing method when NAM 
first revealed it in June (AA, 
June 30) is that it parallels Dr. 
George Gallup’s “impact” method 
of testing. In fact, Dr. Robinson 


HIS IS THE 


“YES raat cers ACTION 


Sell him through the pages that Top Management 


values more highly than any other publication 


commodity—a consumer product 


with a top-income market—or an in- 


write or tele 


the J-of-C 


dustrial message for top management, 


one for The Story of 
arket and a rate card. 


GET TO THE MEN WHO DECIDE ...IN 


THE DAILY THAT HELPS THEM DECIDE. 


HE man with the veto-power 
"Tehould get your selling story direct 
from you. In business and industry 

our top prospect is top management. 
4 These we the men ‘for olla The 
Journal of Commerce is edited. In it, 
every day, they examine the spot 
news of business. From it, these days 
of rapid change, they form opinions 
that help them keep policies up to 
the minute. 

These men will tell you that the 
J-of-C is America’s most complete 
daily business newspaper—the 
authoritative voice of the tides of 
commerce. 

They will tell you that in no other 
publication can they find the many 
profit-news features published daily 
in The Journal of Commerce. 

They will tell you that the full and 
uick information they get in the 
-of-C can often make the difference 

between profit and loss. They read it 
for the over-all picture of business 


A Few of Thousands of 
J-of-C Advertisers 


Chrysler Corporation 
Merck & Co., Inc. 
The National City Bank 
Beech-nut Packing Co. 
Canada Dry Ginger Ale 
American Tobacco Co. 
Johns-Manville 
United States Rubber Co. 
Cunard White Star Line 
Pacific Mills 


THE NEW YORK 


and the specific facts to guide their 
day-to-day decisions. 

Thousands of presidents, vice pres- 
idents and other top executives pay 
$20 a year to read The Journal of 
Commerce. That is why its circula- 
tion represents probably the highest 
concentration of policy-making exec- 
utives available to advertisers. 

If you advertise a business product 
or service—a commercial or industrial 


\\\\\\ 


\\\\\ 


Journal of Lommerce 


53 Park Row, New York 15, N. Y. 


TOP MANAGEMENT’S 
GOOD RIGHT HAND 


Intensive concentration of top management 


credits Gallup with the idea, byt 
circumstances put Robinson first 
into actual testing. 

Dr. Robinson’s method utilized, 
in this case, a dummy magazine 
called “Space.” “Space” is a life. 
like magazine, printed by offset, 
so that the standardized editor:a] 
material, photographs and ads 
look like planographed materia]. 
There is no color. Actual adver. 
tisements are inserted along with 
the ad or ads to be tested. 


Advantages Claimed 


The advantages of the system 
are several, Dr. Robinson noted, 
It enables an advertiser to test for 
idea communication cheaply, to 
test before he buys expensive 
space and to test in the public seg- 
ment with which he is primarily 
concerned. 

As previously reported, inter- 
viewers leave copies of the maga- 
zine with the selected group, re- 
turn after about 10 days and con- 
duct a depth interview, using 
“seeing and noting” techniques, 
followed by aided recall, and a 
detailed questionnaire. 

What Robinson shoots for pri- 
marily is the amount of the idea- 
material contained in an adver- 
tisement which the prospect is 
able to “play back.” An interest- 
ing sidelight shows that the pub- 
lic is perfectly willing to listen to 
a business organization — in this 
case NAM—as long as it couches 
its argument in _ business - like 
terms. In Dr. Robinson’s words, 
“if it avoids pontificating and huf- 
fing and puffing.” 


Tests 17 Ads 


In NAM’s case, the sample 
tested’ was a lower and middle- 
income segment in industrial 
cities. NAM and its agency, Ben- 
ton & Bowles, prepared more than 
70 ads, narrowed the number to 
48, eventually tested 17. 

Dr. Robinson does not think 
that penetration will conform to 
readership, and thinks that high 
Starch ratings could be achieved 
with advertisements of little pene- 
tration. He does expect that in- 
quiries—NAM offers a booklet in 
its advertisements—will parallel 
penetration ratings, at least the- 
oretically. 


So far NAM’s advertising has 
stuck close to one theme, the un- 
derstanding and significance of 
|corporate profits. Later, the Rob- 
inson organization will check the 
efficacy of the advertising by its 
public opinion index, possibly ad- 
justing it to reach readers of the 
media in which its copy has ap- 
peared. 


Form Fort Wayne Adclub 


Chester Leopold, Wolf & Des- 
sauer, and John Richardson, Al- 
lied Mills, have been named co- 
chairmen of an ad club formed in 
Fort Wayne, Ind. Affiliation with 
the Advertising Federation of 
America will be sought when or- 
ganization of the new club is 
completed. 


Join Griswold-Eshleman 


Sam K. Beetham, formerly with 
Owens-Illinois Glass Company, 
Toledo, has joined the creative 
staff of Griswold-Eshleman Com- 
pany, Cleveland. John O. Wilk:n- 
son, formerly in the promotion 
division of the Chicago Tribune, 
has joined the agency as an as 
sistant account executive. 


Schiller to ‘Coronet’ 


John F. Schiller, former adver- 
tising manager of the Macfadcen 
Men’s Group and Sport Magazie, 
New York, has joined the execu- 
tive advertising sales staff of 
Coronet, New York, to handle 
eastern accounts. 


Delco Appoints FC&B 


Delco Appliance division of 
General Motors Corporation, R0- 
chester, N. Y., has appointed 
Foote, Cone & Belding to handle 
its advertising. The agency’s Chi- 
cago office will be in charge. 
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hi DLraciically VeryMihg.. 
Mh and so almost as many women 
as men are reading TIME! 


Es THIS Story READ By 
116 WOMEN TO 100 MEN 


Every week, one and a half million women 
read TIME! 


Like TIME’s 1,800,000 men readers, most 
of them read it from cover to cover. 


j the jatform. 
‘< a ed start 


aisle. Onc 


t is ftannel trousers—t in his Why does TIME interest so many women 
rest- pint of ale. Jes Lewis was engaged of y y 

oub- Clive oo ite ; so much? 

- * Because week after week TIME articles— 
ches like those from one recent issue shown at 
: 1 the left—satisfy an intelligent woman’s nat- 
Oras, 


ural curiosity about the world around her. 
They appeal to her personal, feminine inter- 
est in how the world affects her home, her 
budget, her family . . . its health and hap- 


mple ‘ 

idle- piness and future. 

om Most of TIME’s 1,500,000 feminine read- 
than ers are wives or daughters of TIME-reading 
r to men. 

hink They are among America’s most alert 
n to and active women. In a week they do more 
ee planning and discussing and managing, in 
satin. the home and out—more buying and con- 


t in- suming and recommending—than most 

she women do in a month. 

ralie 

the- When you can get their interest, you’ve 
. t something. And the best place to get 

. | How intensel athe 7 P . 

| ~f Y it is in TIME! 

= do women read TIME? 

Rob- 


; the @ ¢ TIME has 1,800,000 men readers and 
1,500,000 women readers. A study among 
+ the @ qual numbers of TIME-reading men and 
. ap- Jf Women reveals the intensity of TIME’s read- 
ership, department by department, by sexes. 
The readership figures reported here for 
each department are based upon 2400 per- 
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The Weekly Newsmagazine 


...read every week by the men and women who are everybody’s Best Customers 


i. 
| NATIONAL AFFAIRS PEOPLE PRESS RADIO RELIGION SCIENCE SPORT THEATRE 
So women readers 102 women readers 81 women readers 85 women readers 104 women readers 74 women readers 52 women readers 118 women readers 
for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men for 100 men 


ar 


rst , | eee : gil ie a oa ; : 
zed, & _ a pare ; 
zine — _— : Ur ante 
‘ife. |i A i lita ne 
TY ial ¢ eee ee 
ads _ 
ral | - 
Ver. re 
Nith : 3 
! oe 
er a i 
ee 
or ee &g eee 
te his Y Se 
tem ig ‘te ae: 
ted. if Bec 
, for | | il, a eae 
>; & || ' i : ual ve 
Sive ES SN) ; 7 
seg- : i} : 
irily - \ Pit 
y \ 
Ni : i 
iter- N/ ‘a 
aga- Don v- Devil 
“te (See Cover} : 
The lecturer, & short, thickset man with 
a ruddy face and a big voice, Was coming 
to the end of his talk. Gathering UP his ‘ 
jues, notes and pooks, he tucked his horn- } 
da ex rimmed spectacles into the pocket of his | 
by) tweed jacket and picked up his mortar- 
ge poard. Still talking—t© the accompani- / 
ment of occasional appreciate esl and hy 
ea- squeals from his 2u ience—he Jeaned ovet 
ver Cc | N E M A to return the watch he had porrowed from / 1 oa 
: a student in the front ro ended his 
final sentence, he steppe / ene 
- New Pictures The maneuver gaine ; P 4 
: ongth- nm the rush of students down the ¢ ‘ S = 
- oe in the street, he strode rapidly ee . 
gown pillowing behind his grey | ae 
waarest pub for & 
huf- _ 
) | twelve : S 
[2.95 doni) and his close Trienes 
2) pasquale (Franco Interlenghi)- > ae - 
attractive ~*~ resourceful erie, ; sige in mouth, acto» | 
appearance, ving the @ : P stranger would not be likely to guess * : 
scan of most Of TY tae rae Lewis is also hest-selling author 
- and one of the most influential spokesmen 
ag Christianity in the English-speaking : Bite at 
Le 
* 4 . . i tea - 
—_— 
Nes! Os : A ail 
D), ap a 
Des ww 2 ee Za D CY ‘we J q % 
= r 1 i > Wa’ r tt, 
: ; » 3 a | G é 4 6s Ory ‘] 
co S&S. ae , . 4 <4 : 
2d in ~ , % Sj ; : a . 
with a oe fa 7 
of se owes 
1 or- wa) or (8) 
b is aes ay 
In es: 
with en 
any, 
ative 
Som- : 
lkin- =e 
otion . 
bu ne, = 
1 as- 4 ve 
 - ™ a ; 
zine, R WT 4G, Oo Z e i 
¥ yr : : "| Is = ') Od a 
or k \ O45 (A | . Wz ‘ ; — 
ancdle f e a 
om 1. ERG v af , ae 
) | — ° \\ ¥ ™ 
_ e a 
1 of > Nw , 
Ro- = : 
inted 
andle 
Chi- 
ay Ss ‘ 


| business, he asked: 
ever tried to keep people happy) 


| through tax-free 


Co-ops Near End 


of Battle Over 
Tax Advantages 


Ploeser Suggests 
New Plan to Aid 
Small Businesses 


WASHINGTON — Spokesmen for 
the co-ops defiantly told the House 
Ways and means committee last 
week that the co-op has inherent 
advantages over other forms of 
business enterprise which could 
be overcome only if Congress 


“made it illegal to join a coopera-| 


tive.” 

At the same time witnesses 
from the co-ops belittled the argu- 
ment that all business might even- 
tually have to convert to a co-op 
basis. “We know that there are 
only so many people who are will- 
ing to take the trouble to be good 


, op funds which are returned to 
| patrons in cash or equity certifi- 
cates are excluded from “net 
| income”’—even for taxpaying co- 
ops. 

_ Mr. Voorhis compared patron- 
age refunds with dividends paid 
by insurance companies, book 
dividends of book clubs, quantity 
‘discounts of manufacturers and 
wholesalers, or trading stamp and 
premium offers of retailers. 

“In no case is it required that 
the cooperative, the insurance 
company, the book club, the man- 
ufacturer, the wholesaler or re- 
tailer pay income tax on the 
money returned to the customer, 
the credit allowed or the value 
of goods given,’ Mr. Voorhis 
argued. 


Can’t Determine Profit 


National Tax Equality Associa- 
ticn, spearheading the fight to 
change tax laws, says the co-op 
arguments are largely fictional, 
and that money paid out as pa- 
tronage refunds ought first to be 
subject to taxes as part of coop- 


erative income. 

To the co-op argument that 
patronage refunds enable patrons 
to benefit in proportion to their 
purchases, NTEA answers that 
consumer cooperatives handle 
a myriad of articles, at varying 
profit margins. 

“A particular patron may buy 
many different things—or he may 
confine his patronage to the groc- 
ery department which shows a 
loss. It is obvious that what the 
member receives at the end of the 
year as his share of the profit can- 
not in any sense be regarded as 
the profit that the cooperative 
made in its transaction with him,” 
NTEA said. 


Exempt $25,000 of Income 


House small business commit- 
tee chairman Walter Ploeser (R., 
Mo.), who has been directing a 
nationwide study of co-ops, gave 
the committee a five-point “rem- 
edy” designed chiefly to give cor- 
porative business most of the tax 


advantages now enjoyed exclusi- | 


vely by co-ops. 


Ploeser’s first suggestion ex- 
empts all corporations from fed- 
eral income tax on their first $25,- 
000 of income, a provision which 
would overcome competitive 
handicaps for small businesses 
facing co-op competition. 

Other Ploeser suggestions call 
for restudy of accounting terms so 
that co-op and corporative in- 
comes would be taxed on an iden- 
tical basis. Ploeser would exempt 
from taxable income dividends to 
corporative stockholders and co- 
op patrons alike, when paid in 
cash or equivalent. He would tax 
dividends of both when plowed 
back into capital structure with- 
out the opportunity of immediate 
payment. 

Committee members have been 
startled by the accounts of “cap- 
ital operations” 


office buildings, oil wells, royalty 


bonds. 


by co-ops that 
have expanded into ownership of 


paying inventions and government 


| Asked whether the co-op’s 
|profits from these _ operations 
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should also be tax exempt, Mr. 
Voorhis felt they should—so long 
as the proceeds were passed along 
to members and patrons. 


Can’t Answer ‘Tough One’ 


“Once you have lumped ip 
profits from these capital opera- 
tions, how can your patronage re- 
fund be said to reflect merely 
‘savings’ from co-op manage- 
ment?” he was asked. 

“That’s a tough one,” Mr. Voor- 
his conceded. “I’m not prepared 
to answer it.” 

Co-ops argued that consumer 
refunds show up in tax payments 
of individuals. Lest individuals 
“forget” to report these refunds, 
they signified willingness to pro- 
vide the Bureau of Internal Reve- 
nue with master lists of refund 
payments. 

They volunteered a suggestion 
that Congress exempt private cor- 
porations from including in their 
taxable income the funds they pay 
out as dividends to stockholders. 
Pointing out that these dividends 
are now subject to double taxa- 


cooperators,” they told committee | 


members. 

As month-old studies of the tax 
advantages of co-ops went into| 
their final stages, former Congress- 
man Jerry Voorhis, now executive | 
secretary of the Cooperative | 
League of the U.S.A., 


ops have an advantage. 


Pass on Savings 


But he insisted the co-ops’ big-| 


gest asset is one that “accrues to 
any business that deals generously 
with its customers.” 
tage, he said, stems from the fact 
that co-ops pass savings to their 
patrons instead of building profits 
for themselves. 

Mr. Voorhis cited Treasury fig- 
ures showing that co-ops have not 
expanded in the past decade any 
faster than the other firms with 
which they compete. Estimating 
that co-ops cannot hope to do 
more than 15% of the nation’s 


and interested in a co-op?” 
During heated sessions, co-ops 


maintained that—except for lim-| 


ited income tax advantages—they 


pay all taxes that other businesses | 


For the Morrisons 


said he) 
would be the last to deny that co- | 


This advan- | 


“Have you) 


| 
| 
| 


| 


By making 


| their orchards thrive, 


pay. More than half the co-ops | 
have waived income tax exemp-— 


tion privileges in order to escape 


Stringent limitations on their op-| 


erations, the committee heard. 


Not Part of ‘Net’ 


The co-op’s biggest advantage | 


is in its distribution of surplus 
“consumer re- 


funds.” By statute, by Treasury 


ruling—and, according to the co-| 


ops, by constitutional law—all co- 


We'll Open Up 


Tet SRE 
3 t cae 


YOU 


Gur entire file of over 500.000 stock 
photos covering a multitude of subjects 
Thousands of ad-men avail themselves of 
this great source. Get our new, big Stock 
Photo Book. Send only one buck or your 
order today 


KAUFMANN & FABRY COMPANY 
425 S. Wabast Ave.. Chicago 5, Illinois 


2. 50,000 TREES a year are 
Morrison’s nursery. Many go into his new 
projects as they are brought under irrigation. 


8. ANNE MORRISON does her own work 
in her electrically-equipped kitchen, plans to 
add an automatic washer later. 


they have won the 
comfortable life they 
sought on the land 


emerge 


produced in 


3. IRRIGATION is the life of the land, 
carrying water to the trees through rills (as 
above) or with a portable sprinkling system. 


The outlook of this enterprising family of fruit growers is typical of 
today’s progressive farmers in prosperous Rural America. For, like 
good farmers everywhere, the Morrisons of Washington State have 


worked for efficient farming to 
on the land. 


realize their goal of a better life 


Charles Morrison saw his opportunity in the bountiful Yakima 


Valley. He started with a 6-acre 
father. Skillful planning, scientific 


apple orchard and the help of his 


experiment and hard work enabled 


him to expand his holdings to 400 acres. 


Today the Morrison lands are free of debt and there is ample 


che 


9. SID AND JOEY use their older brother's 
workshop while he is at college studying 
engineering. Sid wants to be an orchardist. 
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4. THIS [Sa small part of the 575-ton peach 


crop. The Morrisons also grow plenty of pears. 


rries, apricots. It’s just a start, they say. 


turn to Country Gentleman 


for Better Farming, Better Living 
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tion, the co-ops said they favor 
collection from individual taxpay- 
ers rather than _ corporations 
wherever possible. 

Co-ops acknowledged that there 
have been instances where tax 
loopholes enabled some of their 
units to snowball their capital re- 
sources. They suggested a num- 
ber of technical revisions in tax 
rulings to assure more complete 
allocation of co-op “surplus” to 


patrons. 
Nevertheless, Mr. Voorhis 
warned: “Levy a tax penalty 


against patronage refunds not paid 
in cash, and all the cooperatives 
need do is pay in cash and let 
members reinvest. 

“Tax patronage refunds and co- 
operatives will simply give their 
members the advantage of their 
savings by lowering prices.” 


Joins Alley & Richards 


Andrew E. Smith, formerly ac- 
count executive and copywriter 
of Badger & Browning, has joined 
the creative staff of Alley & Rich- 
ards, Boston. 


|Weeklies’ Linage Up 

| National advertising linage for 
|October increased 42% over Sep- 
|tember in the 8,312 country and 
suburban weekly U. S. news- 
papers. The weeklies carried 29,- 
790,298 lines of national adver- 
|tising in October, according to 
measurements made by the Amer- 
ican Press Association. 

At the average rate of 45 cents 
per inch, or .032 per line, $957,- 
542 was spent for advertising in 
these newspapers. 


Appoints McElroy 

Charles T. McElroy, who before 
the war was executive vice-presi- 
dent and treasurer of Cramer- 
Krasselt Company, Milwaukee 
agency, has been named executive 
director of Wisconsin Apparel 
Manufacturers, Inc., with head- 
quarters in Milwaukee. 


Palmer Joins ‘Motorist’ 
A. D. Palmer Jr., for 10 years 
Curtiss - Wright Corporation air- 


plane division, has been appointed 
tion, the co-ops said they favor 


public relations director of the) 


WORLD'S CHILDREN PICTURE BOOKS 


z 


MERCHANDISERS—Encyclopaedia Britannica Press, publisher of True Nature 
Picture Story Books and World's Children Picture Books, furnishes these four 
types of merchandising aids to dealers. Left, a display rack holds all of 12 
titles in each set; center, window streamers show reproductions of cover pictures; 
right, counter card calls attention to a Life ad, and bottom, picture postcard 
order forms are for enclosure with statements to charge customers. 


editor and business manager of|the Automobile Club of Buffalo, 
Buffalo Motorist, publication of| succeeding Dan S. Ferry, retired. 
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income for the good living they sought. The fruits of their success are 
translated into a comfortable home, education for the children, 
travel and recreation, social life, good books and music. 


This inspiring story of a Country Gentleman family—ninth of a 
real-life series—is told to Country Gentleman’s other 2,300,000 sub- 


scribers in the December issue. 


Meet the Morrisons on these pages. See how Country Gentleman’s 


“Good Farming—Good Living” 


articles are helping other farm 


families to build the happier way of life they, too, are seeking. 


1. CHARLES MORRISON believes in 
good nursery stock. He personally selects 
buds, has developed 8 high-bearing strains. 


5. AS CHAIRMAN of his State Fruit 


mission, Mr. Morrison has promoted better 
distribution to expand markets, lower prices. 


Com- 
risons on the 
partner in bot 


6. COMMUNITY AFFAIRS keep the Mor- 
o. Mrs. Morrison is an active 
social and business activities. 


7. “FAMILY PORTRAIT” might have 
been posed in any good urban home. Blue- 
prints are ready for an even better house. 


| 
| 
| 
| 
| 
} 
} 
| 


/ KOPP, Ogden, Utah. 


| cago, has been appointed to handle 
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Appeals Tribunal 
Upholds NY Ban 
on Truck Ads 


ALBANY, N. Y.—The Court of 
Appeals has upheld the validity 
of a New York City traffic regu- 
lation barring motor vehicle ad- 
vertising displays having no rela- 
tion to the owner’s business. 

In a 4-3 decision, the state’s 
highest tribunal affirmed lower 
court rulings against the Railway 
Express Agency, which had chal- 
lenged the regulation. 

The Railway Express Agency, a 
Delaware corporation, operates 
about 1,900 trucks in New York 
City and, according to the court 
record, has carried on the sides of 
the vehicles advertising for mo- 
tion pictures, circuses and nation- 
ally advertised products. 

The court majority, without an 
opinion, ruled the regulation ap- 
plied to the Railway Express 
Agency trucks in such cases, that 
the police commissioner was em- 
powered to adopt the regulation, 
and that it was constitutional. 


Six Name Griffith 

Homer Griffith Company has 
been appointed exclusive national 
representative of Stations KAMQ, 
Amarillo, Tex.; WHBY, Appleton, 


Wis.; WMIQ, Iron Mountain, 
Mich.; KOJM, Havre, Mont.; 
KPRK, Livingston, Mont., and 


Doppelt Names Frankel 
Jones Frankel Company, Chi- 


advertising for the entire luggage 
line of Doppelt & Co., Chicago, 
maker of Dopp-Kit. A campaign 
in national magazines and trade 
publications will be launched 
shortly after the first of the year. 


Holman Joins WMNB 


Clifton Holman Jr., formerly 
assistant production director for 
Columbia Broadcasting System in 
New England, has been appointed 
program director of Station 
WMNB, North Adams, Mass., soon 
to be put in operation by North- 
ern Berkshire Broadcasting Com- 
pany. 


bright idea 
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' Farmers Should Build Own 


Markets, Council Chief Says 


WASHINGTON—Congressional ag- 


, riculture committees are taking 


advantage of the special session 
to push ahead on highly important 


, studies of a national postwar farm 


program. 
Involving highly technical 


. studies of “support prices,” “par- 


° _ 


ity” and other devices for assur- 
ing a high level of farm income, 


By STANLEY E. COHEN, Washington Editor 


these hearings are supposed to 
produce a substitute for the war- 
time support program which ex- 
pires Dec. 31, 1948. 

For the most part, witnesses 
agree that some kind of legislative 
floor under prices is essential to 
rural peace of mind. But John H. 
Davis, executive secretary of the 
National Council of Farmer Co- 
peratives, departed from the con- 
ventional to suggest that farmers 


help themselves. 

Stressing the need for market- 
ing, processing and distribution 
research, Davis said farmers con- 
tinuously lose out to advertised 
products which push food to the 
background in the competition for 
the family budget. “The truth is,” 
Davis declared, “that farmers have 
never tried to build a market for 
their products as have producers 
of other products.” 

Se * * 

House appropriations chief John 
Taber (R., N. Y.), his economy ax 
freshly sharpened, is back in town 
threatening once again to wreak 
all kinds of havoc on those who 
feed from the public trough. Taber, 
who fell considerably short of 
last year’s promised economies, 
expects to start next week picking 
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apart advance estimates of the 
1948-49 money needs of several 
government departments. If he 
makes good on his promise to have 
two “supply bills” ready in Jan- 
uary, shortly after the budget is 
officially transmitted, his commit- 
tee and the House should enjoy op- 
portunity for more leisurety ex- 
amination of our costly national 
government. 
TR * 

The special session may be a 
bonanza, too, for Rep. Edward 
Rees (R., Kan.), head of the 
House postal committee which re- 
cently split into 15 subcommittees 
to comb various possibilities for 
improving departmental efficiency. 
With sizable rate increases the 
likely alternative to reduced costs, 
Congressman Rees now has his 


Daily and Sunday in Washington, D. 6. 
With The Star You Reach 


| 


A SUMMARY OF 8 IMPORTANT FACTS 
FOR ADVERTISERS FROM THE 
q “A.A.A.A. Washington Survey” 


tn the Nalions goal 


02 


rd} 
MORE PEOPLE 


‘ 


Over 40% of them daily, over half of them Sunday (out of an 
estimated 1,065,400 adult members of the population)—more 
than you reach with any other Washington paper. 


MONEY TO 


MORE PEOPLE WITH 


SPEND 


Over 60% of the “Prosperous” group, over half of the “Upper 
Middle Class” daily; over 60% of both these groups, Sunday— 
more than you reach with any other Washington paper. 


Over 40% of them, daily; over half of them, Sunday—more than 


you reach with any other Washington paper. 


Over 40% of them, daily; over half of them Sunday—more than 


you reach with any other Washington paper. 


Over half of the homes, daily; well over half of the homes, Sun- 


day—more than you reach with any other Washington paper. 


\¥ 6 8a) 
yor Tages ga 


Over 70% of the “A” homes daily and Sunday, about 70% of the 
“B” homes daily and Sunday, about half of the “C” homes daily 
and Sunday—more in each of the 3 top brackets than you reach 
with any other Washington paper. 


0 0 


| MORE READERS PER COPY] 


2.3 adult readers per copy, daily;2.7 adult readers per copy, Sun- 


day—more than you reach with any other Washington paper. 


MORE HEADS 


& 
OF FAMILIES 


hn ae 


Nearly half of the men heads of families and over 40% of the 
women heads of families, daily; and over half of the men heads 
of families and nearly half of the women heads of families, 
Sunday—more than you reach with any other Washington paper. 


DAN A, CARROLL, 


Represented Nationally by 


110 E. 42nd ST., NEW YORK CITY * 


THE JOHN E. LUTZ CO., TRIBUNE TOWER, CHICAGO 


subcommittees in town, where he 
can supervise their progress. One 
subcommittee under Rep. Kath- 
arine St. George (R., N.Y.) is to 
study an interesting proposal for 
a special rate making committce 
within the department to relieve 
Congress of much of the responsi- 
bility in this politically delicate 
area. 
* * * 
More than once during the past 
four weeks, the House ways and 
means committee has been told 
that no corporation should be tax 
exempt if it engages in business 
activities which compete with a 
taxpaying organization. But from 
Rivers Peterson, managing direc- 
tor of the National Retail Hard- 
ware Association, this sentiment 
had special weight. Much of the 
association’s income comes from 
“Hardware Retailer,” official pub- 
lication which sells advertising 
in competition with several pri- 
vately-owned trade publications. 
Currently tax exempt, “Hardware 
Retailer’ would be subject to fed- 
eral income taxes if Congress fol- 
lows Mr. Peterson’s tax ideas. 
oo ~ * 


National Association of Broad- 
casters called the Supreme Court’s 
attention to a lower court trade- 
mark ruling which allegedly im- 
pairs trademark protection for 
spoken words, leaving radio at a 
competitive disadvantage with 
other media soliciting national ad- 
vertising dollars. Asked by Coca- 
Cola to bar a second cola drink 
from the air, the lower court had 
demanded proof that advertising 
by the second product had caused 
actual confusion between  pho- 
netically similar trademarks. NAB 
claims this type cf proof is un- 
usual in infringement cases, and 
a real handicap to radio. In pre- 
vious radio and printed trademark 
infringement actions, “possibility 
of confusion” has been an ade- 
quate test, NAB says. 


* * * 


It may be hard to believe, but 
Commerce Department is now 
saying that, come next spring, the 
paper shortage will be a thing of 
the past—for everyone except 
newspapers. The department’s 
November industry report shows 
output for most printing papers 
from June to September was 12% 
over the same period last year. 
Pulpwood supplies are in good 
shape, and additional paper mak- 
ing equipment will be available by 
spring. On the other hand, news- 
print is expected to remain in 
ilsubstantially short supply 
throughout 1948, and _ possibly 
longer. 

a * 

Labor Department is _ holding 
hearings next week on revised 
Wage and Hour Act definitions 
which apply overtime pay rules to 
additional supervisory, executive, 
outside sales, and other non-pro- 
duction personnel. On the other 
hand, a House education and’ labor 
subcommittee has heard: several 
industry witnesses charge that 
Labor Department rulings have 
already carried the nine-year old 
statute beyond its original intent. 
Broadcasters, for example, want 


‘\ing of Mem Company, soaps a! 


the law changed to make sure that 
| bonuses, fees and commissions for 
| outside salesmen are specifically 
exempt in calculating overtime 
pay rates. 


| Ellis Adds Accounts 


The New York office of Ellis 
| Advertising Company has_ bee 
|}appointed to handle the advertis 


|men’s toiletries; Marcel Wagn 
/'Glove Company; Ellen’s choc 
lates, and Joseph Carmer, wo! 
en’s coats and suits. 


“TtTsats 


To Dinion & DuBrowin 
| Dinion & DuBrowin, Inc., New 
York, has been appointed 
/handle the newspaper and busi- 
/ness paper advertising of Shepard 
| Chemical Corporation, New York. 
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agency. 


COMMIREANTD 7 


VENDRE DAVANTAGE | 
POUR GAGNER PLUS 


C'est en vendant aux PRIX NORMAUX, ou 
moins cher encore, que vous y parviendrez. 
Vous augmenterez ainsi votre clientéle et 
votre mouvement d'affaires. 


DANS VOTRE INTERET ET DANS CELUI DE TOUS 
contribuez loyalement a la lutte contre 
la vie chére. 


(Ome =MATOMAL OL LUTTE COMTRE (A VE CHERE fT POUR EDUCANOM OF | AcHETEUR 


Vendez tout 


lua bad pri. 


KEEP PRICES DOWN—The 


Belgian 

government's determination to keep 

prices down has resulted in ads similar 

to the one above calling on retailers to 

sell everything at the lowest possible 
price. 


Minnesota Groups 
Take First Steps 
to Build Ad Fund 


MINNEAPOLIS — Minnesota state 
officials and representatives of 
local chambers of commerce have 
held initial conferences here that 
may lead to increased advertising 
and promotional expenditures to 
promote Minnesota’s industrial 
and agricultural products and its 
playground facilities. 

John McKee, Bemidji Chamber 
of Commerce, declared that Min- 
nesota at present is spending only 
$179,000 yearly to tell the nation 
about the state’s travel and indus- 
trial attractions. This compares, 
Mr. McKee declared, with $973,- 
000 spent by Florida and $1,180,- 
000 by California groups. 

Ways of raising funds were dis- 
cussed, and suggestions were made 
that local educational campaigns 
should be started to show munici- 
pal groups what they may gain 
by contributing to a greater ad- 
vertising program. Other sugges- 
tions were advanced favoring a 
State tax to finance a national 
drive or creation of a private non- 
profit organization to handle the 
promotion. 


Copy Introduces Applpie 

C. H. Musselman Company, 
Biglerville, Pa., has started a 
newspaper campaign for its Appl- 
Die, apple pie filling, using dailies 
In Connecticut, Delaware, New 


Jersey, Pennsylvania and the Dis- | 


trict of Columbia. Copy intro- 
duces the filling, and offers a 
Stainless steel pie server, although 
the premium offer appears only 


| 
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Buchanan Pushes 
Television Plans 


for Its Clients 


New YorK—W orking on the 
hunch that television will come of 
age as an advertising medium 
with “startling suddenness,” Bu- 
chanan & Co. is experimenting 
with a number of commercial ap- 
proaches for its clients. 

Currently in the embryonic 
stage are a series of spots de- 
signed for the Texas Company. 
Plans also are in the making for 
other potential sponsors, but the 
agency refused to comment pre- 
maturely. 

Behind this anticipatory plan- 
ning 
chanan’s Martin Jones, a veteran 
radio and television producer, who 
1elped direct pioneer telecasts at 
NBC. 

One of television’s most avid 
supporters, he predicts that it will 
begin making “frightening in- 


is the enthusiasm of Bu-| 


roads” on the theater, movies and | 
radio within about a year. 

“Newspapers and magazines 
also will feel the impact of this 
competition,” Mr. Jones contin- 
ued. “And nobody knows it bet- 
ter than the newspapers. Some of 
them, like the Daily News, are 
getting in on the ground floor.” 

Sample cartoon and film spots 
are being turned out by the 
agency’s staff, which has had ex- 
perience producing visual adver- 
tisements for such video-minded 
concerns as the Allen B. DuMont 
Laboratories. 


To Swaney, Drake 


American Frigid - Dough, Inc., 
Oak Park, Ill, frozen ready-to- 
bake pastries, and W. J. Jamison 
Company, Chicago, fishing lures 
and tackle, have appointed 
Swaney, Drake & Bement, Chi- 
cago, to handle their advertising. 
Roland R. Blair, formerly vice- 
president and account executive 
of Rogers & Smith, has been 
named an account executive of 


|the agency. 


Terry Directs WLW 
Promotion Activities 


An item in the Nov. 10 AA, re- 
porting the election of William P. 
Robinson and Marshall N. Terry 
as vice-presidents of Crosley | 
Broadcasting Corporation, Cin-| 
cinnati, correctly identified Mr. | 
Robinson as WLW program head, | 
but also associated Mr. Terry with 
program activities of the station. | 
Mr. Terry is in charge of WLW 
promotional activities. | 


Quits Newspaper Group | 

Louis W. Eidt, with the Texas | 
Newspaper Publishers Association 
since 1937, has resigned as secre- 
tary, effective Dec. 31. 


25 


Greatest Industrial Area on Earth! 


Chicago Hournal of Commerce 


IN EXCESS OF 200,000 
ABC MEMBERSHIP 


GEORGE f. HOPEWELL, EASTERN REPRESENTATIVE + 101 PARK AVENUE. NEW YORK 


Portrait of 


a family 


who did not buy your product 


HIS is an average family with average wants and 


needs. They didn’t 


and simple reason. 


buy your product for a good 


They didn’t know where to buy it. 


They read your advertisements. You created the 


once in each market. Duane Jones | 


Company, New York, is 


Two Join Everling 


Herbert N. Read Jr., formerly 
With W. B. MacKenney & Bert 
Shonty, Inc., has joined the copy 
St. ff of Lawrence I. Everling, Inc., 
Philadelphia agency. Lester J. 
Hermon, formerly with Al Paul 
Lefton Company, has been named 
mechanical production manager of 
the agency. 


the 


desire and stimulated them to action. But, they were 


unable to find your local dealers with ease. The solu- 


tion, however, is quite simple. 


It’s Trade Mark Service...in the Classified Section 


For further information, call your 


local telephone business office. 


(‘yellow pages’) of telephone directories where your 


trade-mark or brand name is displayed over a list of 


your local dealers or outlets. This identification service 


is a most effective way of telling shoppers all over the 


country exactly where your products are sold. 


Remember. Many families are ready to buy. And 


you can make it easy for them to find where to buy 


your product by using Trade Mark Service to identify 


your local dealers. 
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Joins Philip Morris 

Robert S. Larkin, formerly with 
Compton Advertising, Inc., has|Conn., has sold 
been placed in charge of sales 
promotional activities in the sales 
department of Philip Morris & Co., 
New York. 


Buys Part of Gray Mfg. 


Se eae comay, weniora, EXpanded Vacation 


its prepayment | 
telephone business to the Auto-| 
matic Electric Company, Chicago. 
Gray will concentrate on the pro- 
duction of its Audograph. 


"*64.9 


NEW SOUTH BAKER 


Serving the industry, Southwide, since 1910 
MAKE IT No. 1 ON YOUR LIST for SOUTHWIDE COVERAGE 


* Survey by Worrill Research 


O/ souTHWIDE MAJORITY * 
O BAKERS’ FIRST READING CHOICE IS 


Season Is Sought 
by N. E. Council 


More Ads, Public 
Relations Efforts 
Held Necessary 


| 
| 
| 
| Boston — Substantial increases 
in advertising and publicity budg- 
ets to promote New England’s 


were urged at the annual confer- 
ence of the New England Council 
here. 

Thomas M. Hennessey, vice- 
president of the New England 
Telephone & Telegraph Company, 
who was the principal speaker at 
the annual meeting of the New 
England Bus Association, held as 
part of the conference, declared 
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that advertising is needed to bring 
vacationists to New England, and 
to expand the present recreational 
season. 


beds to rent to vacationists—in 
addition to those in city hotels—so 
that on a regional basis we have 
ample accommodations for recre- 


recreational and tourist business | 


ational visitors,” he said. “Our 
‘immediate problem is _ twofold: 
First, we must engage in an ener- 
_getic promotional and advertising 
/program to bring into New Eng- 
‘land our share of the millions of 
| people who are now getting vaca- 
|tions with pay; second, we must 
exercise every possible effort to 
lengthen the traditionally short 
vacation season.” 


Travel Folders Urged 

| As primary beneficiaries of the 
| vacationists’ dollars, members of 
ithe bus association were urged 
‘to increase their merchandising 
| efforts, including the distribution 
|of greater amounts of promotional 
literature depicting the great 
variety of recreational attractions 


NEW SOUND SLIDEFILM UNIT! 


You owe it to your audience and your budget to see this 


new sound slidefilm unit. 


If your program is training, selling or teaching, this 
new compact equipment is designed to give maximum 
performance with more light on the screen, less heat, 


higher quality sound than any machine available today. 
Check the following features with your requirements: 


Light weight, 22 pounds—latest improved Viewlex 
projector—plays 16 inch records—turntable speeds of 78 
and 33-1/3 RPM—microphone attachment—push button 
control from any distance — “film protecting” frame 


change—lens easily accessible for cleaning—available with 


ELECTRONICS DIVISION 


seneoeeeneeee24 


This equipment is manufactured especially 
for Automatic Projection Corporation by: 


SYLVANIA ELECTRIC PRODUCTS INC. 


2 or 5 inch lens—slotted film can for 5 second threading— 


patented rapid frame changer with no damage to film— 


projects 35mm slidefilms or 2 X 


2 slides—new one ounce 


pickup arm—highest quality loud speaker—national net- 


work of service offices. The case is smart and modern in 


design—the whole unit is not much larger than a portable 


typewriter. 


AUTOMATIC—This new Soundview 
is equipped with the special auto- 
matic feature allowing the machine 
to operate itself—no operator and no 
audible signal on the record. 


Ask your dealer for a demonstra- 
tion or write to: 


SOUNDVIEW 


A Product of Automatic Projection Corporation 


131 WEST 52nd ST., NEW YORK 19, N. Y. 


“New England now has 300,000 | 


OPENS YEAST DRIVE—Standard 
Brands Ltd., Canada, has started a 
campaign for Fleischmann's Royal dry 
yeast with this copy in Canadian daily 
newspapers, J. Walter Thompson Co., 
Montreal, is in charge. 


throughout the six-state region. 
Details of a national program 
for extending vacation seasons 
and placing the recreational travel 
industry on a sounder economic 
basis were outlined by Everett F. 
Greaton, president of the National 
Association of Travel Officials and 
executive secretary of the Maine 
Development Commission. 

He pointed out that 31,000,000 
employed persons now enjoy an- 
nual vacations with pay and that 
85% of all labor unions now have 
paid vacation clauses in their con- 
tracts. In addition, 30,000,000 self- 
employed persons also enjoy some 
sort of vacation each year. 


Would Extend ‘Season’ 


“All of this adds up to just one 
thing: On a national basis many 
of our resorts are crowded during 
the ‘season’ and our prewar recre- 
ation structure is bursting at the 
seams,” he said. “It is no longer 
possible adequately to care for 
this volume of vacation business 
within the old 10-week summer 
vacation framework. 

“We hope to add to the summer 
season at both ends, and give 
added impetus to the _ present 
trend toward more fall, spring 
and winter vacations.” 

George Hammond, _ executive 
vice-president, Carl Byoir & Asso- 
ciates, said ‘New England is over- 
due for a large-scale investment 
in modern tourist facilities, not 
because the existing facilities are 
unsatisfactory but because the in- 
evitable overflow must be _ han- 
dled.” 

He urged the presentation of 
New England’s vacation attrac- 
tions and events as an integrated 
program and the strengthening of 
point-of-purchase sales effort be- 
hind New England’s appeal to 
America’s growing army of vaca- 
tioners. 

“The New England Council, the 
individual states, and hundreds 
of resort enterprises in the area 
have for years been in the fore- 
front of those developing display 
advertising, direct mail and other 
promotional devices to a_ high 
peak of effectiveness,” he said. “To 
advertising dollars should be 
added the power of showman- 
ship.” 


Barnes Heads O-Cedar 


George Barnes, executive vice- 
president and general manage! of 
| O-Cedar Corporation, Chicago, 
has been elected president of the 
|company. W. J. Luedke has bee! 
appointed vice-president in charg 
|of advertising and sales pro:0- 
|tion, and P. K. O’Connor, vice- 
| president in charge of factory P- 
erations. 


Appoint West-Marquis 
Western Gear Works and Pacific 
Gear & Tool Works have appoin‘e¢ 
West-Marquis, Inc., to handle the! 
advertising. The Western Gea! 
Works plants in Seattle and Ls 
Angeles and the Pacific Gear & 
Tool Works plant in San Frat- 
cisco will be serviced by the 
'agency’s offices in those cities. 
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850 Advertisers ‘Press’ Adds Goss KWEBC Names Wallace merly with Young & Rubicam,,;and promotion manager of the 


% Earl Goss, formerly advertising| Forrest P. Wallace, for 12 year San Francisco, has joined KGO,| California Electric Supply Com- 
Buy Ziv Company's manager of the Renfro Drug) business manager of Station Ww, succeeding Rolph Stoddard, who|pany, Crosley distributor tur | 
‘Stores, Fort Worth, and advertis-| Detroit, and formerly with NBC 2as_been appointed advertising | northern California. 


_ing salesman on the San Antonio} in Chicago, has been named gen- 
Waxed Shows Express, has joined the display ad-| eral manager of Station KWEC, 


New York — Frederic W. Ziv | vertising department of the Fort) Fort Worth, Tex. 
Company, whose transcribed pack- | Worth Press. 


age business has skyrocketed it to KGO A ints Baker 

a $10,000,000 concern this year, Elects Helen Guest Maury i has been appoint- 
picks up most of its income from| felen E. Guest, with Wildrick &|ed assistant manager of the ad- 
breweries and department stores. | Miller, New York, since its incor-| vertising, promotion and publicity 


Of the nearly 850 sponsors now | poration in 1935, has been elected | department of Station KGO, San|Snow Mountain Orchard, Box 141-A, Yakima, Washington —_ 
listed for Ziv’s 23 radio shows,|secretary of the company. Francisco. Rosamond Wilfley, for- — | 


, 22% are breweries and 18% are 
: department stores. Next in line 
are bakeries (13), furniture stores 
Ri (10) and dairies (8). The balance 
is made up of an assortment of 
urd public utilities, chain and local ~ inns 
J a @ groceries, banks, insurance and ey Oe pats Si ee 
dy # household finance companies, ' 
jewelry, variety and drug stores. 
Star of the Ziv stable is Ronald 
Colman, whose recorded efforts 
in “Favorite Story” have been 


World's Finest Fruit Ready For Giving! | 


We hand-select the finest of Washington State's famous apples f 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . . they rs 
make impressive holiday gifts for clients, business associates 
friends and family. Free folder explains all. Price: $2.95 and up! 


Xs phenomenally successful. Seven 
ram @ months after its debut on the air- 
Sons @ waves, this dramatic program is 
avel now heard on nearly 300 stations. 
. Pr Total number of stations carrying 


the company’s shows is approxi- 
onal mately 1,000. 


laine Sold in Top Cities 
According to John L. Sinn, ex- 
1,000 # ecutive vice-president of Ziv, the 
an- @ experience of “Favorite Story” It 
refutes the commonly accepted be- 
have § lief that “the big appeal of the 
Con- @ open-enders is away from big 
self- @ cities.” It has been sold in 46 of 
some @ the top 50 cities of the U. S., em- 
bracing a population of about 
35,000,000—a fourth of the na- 
tion. 


s 


impossible 


paar 


> one Guy Lombardo, who has been 
nany @ working at triple speed to beat 
171N8 B the Petrillo deadline on record- 
a, ings, also is doing well with his 

©@ new Ziv musical session. Less 
yal than two months after it was 
Ace made available, this 30-minute 
ada program is aired over approxi- 

mately 175 stations. 7 

The First National Stores of j 7 
nmer @ Boston started carrying Lombardo 4 
Bh on 12 stations in New England. ‘ 

: After a month the firm increased e*- 
pring @ its sponsorship to the entire ABC 

5, network in that area. 
utive 
A sso- Has Three-Year Contract 
over- Band leader Lombardo stands 


ment @ to profit from the deal. He will . 
: ot make $3,000 per program under a a" > F os rs 
, three-year contract in a highly 
€ - @ convenient arrangement which You cant cover California S Bona nza Beeline 
han- @ leaves ample time for hotel and 
theater dates. His fellow musi- 
mn of cians, Wayne King, and singer 


ro Barry Wood, also rate with the without on-the-spot radio 


local advertisers. Their shows rank 


ng Of third and fourth respectively on s ‘ 

A aA the Ziv list of best sellers. The spare-less motorist pictured above suffers from 

R “ Who-dun-its “Boston Blackie” inadequate coverage. And so do advertisers who try to cover 

vac and ‘Philo Vance,” both favorites the Bo B li C lif. oe . h t ] ll ] 
With ‘teuwerien, are neat. Clher nanza Beeline—California’s rich central valleys plus 

r Ss productions include “Easy Aces,” nearby Reno—with outside radio. Because the Beeline is 

yon - Korn agen hig wg Pa- surrounded by mountains that interfere with 

fore- Seiae and a songtest by Renny outside radio signals. 

aod Newest project of the Ziv Com- How good is this mountain-ringed market? Beeline people 

hi guy any is a Freddy Martin show, annually spend more on retail purchases than 

1 “Tom [OW in the works. all San Franciscans and all Seattleites combined. 

1 be " . . . 

2 Issues Packaging Book So coamnng tea the wed ray es: way ges , 

Paskasing Catalee Cocperstion prosperous Beeliners is with on- e-spot radio. Use the ve 

has issued the nies Modern Pack- BEELINE stations. Each is located right in a major 
aging Encyclopedia,” containing ‘ = 

lar over 1,200 pages of new informa- Beeline city ... each is the oldest in its area. KMJ Fresno, 

viel tion on packaging. The 20 chap- for example, was established in 1922. And BMB reports the 

r of ers portray all the subjects con- H : : 
eer a cerning packaging, package plan- KMJ home-county audience as 90% daytime, 97% at night. 


of the “ng, market research and statis- 
; been  Ucs, as well as changing market 
sharge factors and consumer trends, pop- ec ' 
roro-  Ulation shifts, changes in buying 
vice- fg “adits and outlets, store arrange- 
“y op- ments and display of merchandise. 


The book may be purchased from SACRAMENTO, CALIFORNIA e@ PAUL H. RAYMER CO., National Representative 
the company at 122 E. 42nd St., 


se New York, for $6.50 in the U. S.,| KFBK KOH KERN KWG KMJ 


$9 in Canada and $11 foreign. 


Pacific “Rr a ae | Sacramento (ABC) Reno (NBC) Bakersfield (CBS) 50 ora 41230 k watt 580 k 
se Neal Gdteath Satie | 10,000 watts 1530 ke. 1000 watts 630 ke. 1000 watts 1410 ke. 250 watts Cc. 5000 watts 580 ke. 
Gest Caldwell - Baker Company, In- 


d Las diinapolis, has been named to di- 
rect the advertising of the Ameri- 
Fran-§ °°" Brakeblok division of Ameri- } 
the Can Brake Shoe Company, iad f 

a * effective Jan. 1. 
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_wN THE 1-3 POCKET 2ucry 


Over 37,000 circulation, in- 
cluding 25,000 league and 2515 
city association officials. The only 
; magazine with 100% coverage of 
. FX. 5336 certified Bowling establishments. 
~~ Bowling market, wide open after 

four years, produces $291 ,000,- 

N00 annually—three times as much 
as pro baseball. 


Write for our latest rate card today 


Official Publication of 
AMERICAN BOWLING CONGRESS 
2200 NORTH THIRD STREET 
MILWAUKEE 12, WISCONSIN 


THE BOWLER’S MAGAZINE 


‘NEA Again Asks 
ABC Directorship 


Cuicaco—The National Editorial 
Association at its fall meeting here 
again passed a resolution request- 
ing the Audit Bureau of Circula- 
tions to give NEA a place on its 
board of directors. 

The NEA has long sought rep- 
resentation on the board, but the 
ABC has consistently turned the 
association down—recently again 
at the bureau’s annual meeting 
here. 

NEA has 5,400 members, of 
which 4,800 are weeklies and 600 
small dailies. Of these, about 840 
weeklies are ABC members, com- 
posing the second largest group 
in the bureau. Daily newspapers 


|in ABC total 1,100, and they have 
| six ABC directorships. 


ASME to Launch 


New Monthly 
The American Society of Me- 
chanical Engineers, New York, 


will launch a new monthly pub- 
lication in January, entitled Ap- 
plied Mechanics Reviews, which 
will cover the applied mechanics 
field. 

Dr. L. H. Donnell, research pro- 
fessor of mechanics at the Illinois 
Institute of Technology, Chicago, 
has been named editor-in-chief. 


LePage Joins Bauer 
Laurence LePage, formerly 
president of the Platt-LePage Air- 
craft Company, has joined Adrian 
Bauer Advertising Agency, Phila- 
delphia, in an executive capacity. 
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When a woman shops 


ng the plumpness 
the firmness of a fowl... 


selecting with care 

turkey and trimmings for 
a feast... her mind 
travels far beyond 


and weight and price, 


because, you see 


has a picture 


in her mind 

that brings to life 
bright new ideas 
that she’s garnered 
for the festive 
holiday spread 
from the pages of 


favorite magazine. 


McCall’s editors 

know how to implant 
these mental pictures 
that so compellingly 
influence the shopping 
expeditions of women 


,600,000 homes. 


McCall's Magazine, Adv. Dept., 
444 Madison Ave., New York 22 
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‘Speakers’ School 
Spreads NAM Idea 
to Many Cities 


New YorKx—The National Asso- 
ciation of Manufacturers last week 
looked at one of its newest 
projects, its “Industry Leaders” 
program, and found it was making 
progress. 

The program is designed to pro- 
vide local areas with a sort of 
trained speakers’ bureau to spread 
industry’s views at local level. 
In order to strengthen the hand 
of local and regional industry as- 
sociations, NAM prepared a school 
arrangement, where _ representa- 
tives of industry are briefed with 
NAM arguments. 

As the “NAM News” phrases it, 
the program is “not designed to 
equip industrialists with a soap- 
box technique” but rather “to 
make easier the job of getting 
over to the general public, to em- 
ployes and to neighbors and even 
business associates the facts about 
the American system.” 


Used in 28 Communities 


The schools were held in 28 
communities on the eastern sea- 
board and in the Midwest last 
year. A typical session lasts two 
days, and is held in a local hotel. 
Attendance is limited to 35 repre- 
sentatives from various businesses. 

The 35 men selected to go 
through the course get about 10 
hours of instruction. NAM’s “fac- 
ulty” includes Neal Bowman, a 
teacher of psychology at Temple 
for 17 years, who explains to the 
group how to use NAM’s speakers’ 
manual, and the techniques of 
speech-making. He is flanked by 
an economist, James E. Barron, 
who taught at M.I.T. and Louisi- 
ana State University. 

Mr. Bowman discusses basic 
economics and industrial relations, 
and covers techniques of panel 
and forum discussions. 

Two more NAM staff members, 
H. F. Rehg and Harmon E. Snoke, 
take care of setting up the meet- 
ing with the local association ex- 
ecutive, and assist in promotion, 
registration, lining up a meeting 
place, etc. Mr. Snoke keeps the 
manual up to date. 


Manual Suggests Outlines 


The manual provides discussion 
outlines, covering the enterprise 
system, prices, profits and wages; 
labor-management material; fed- 
eral fiscal policy; controls and 
monopoly. A supplementary sec- 
tion covers a digest of opinion 
polls, statistical material on popu- 
lation and business, data on price 
indices and “Federal Finance and 
Productivity.” 

The schools scheduled for 1948 
will be conducted in Houston, 
Dallas, Ft. Worth, Beaumont, San 
Antonio, Laredo, Corpus Christi, 
Tex.; Oklahoma City, Tulsa, Okla.; 
New Orleans, Lake Charles, 
Shreveport, Baton Rouge, La; 
Birmingham, Montgomery, Ala.; 
Denver; Salt Lake City; Phoenix, 
Ariz.; Los Angeles, San Diego, 
San Francisco, San Jose, Cal.; Co- 
lumbus, O.; Evansville, Indian- 
apolis, Ft. Wayne, South Bend, 
Ind.; Williamsport, Pa.; Boston; 
Portland, Augusta, Me.; Water- 
|bury, Conn.; Manitowoc, Racine, 
_Wis.; Roanoke, Richmond, Nor- 
folk, Martinsville, Pulaski, Win- 
chester, Lynchburg, Charlottes- 
ville, Bristol, Va.; Portland, Ore.; 
Seattle, Tacoma, Spokane, Wash.; 
and Boise. 


Forms New Hat Company 

Byer-Rolnick Company, Ga’- 
land, Tex., has established the 
Bradford Hat Company as a di- 
vision of the parent concern. 
George Rolnick, former owner of 
the Rolnick Hat Company, Dallas, 
has been appointed general sales 
manager and will head the new 
company’s sales _ representative 
' staff. 
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powerful selling force 
tra-powered for extra selling by the 

x Sunday edition of The New York Times... 
nich delivers it every week into 


ore than 1,000,000 best-customer U. S. homes 


Advertising Offices: 

New York: 229 West 43rd Street 

Boston: 140 Federal Street 

Chicago: 333 North Michigan Ave. 

Detroit: General Motors Building 

Los Angeles: Sawyer Ferguson Walker Co., 645 South Flower Stree. 
San Francisco: Sawyer Ferguson Walker Co., Russ Building 
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MOST of the important 


men in America are sports- 


is men...and more of them 
read SPORTS AFIELD 
than any other sportsmen’s 


magazine. 


*A sportsman with an appreciation of 
the finer things of life—and the leisure 
and means to enjoy them. 


For instance, a recent survey shows that 
95% of the Spend-o-crats own automo- 
biles and 80% intend to buy new ones. 
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FOR IT’S A JOLLY GOOD TEST TOWN 


Advertisers and agencies harmonize on South Bend, Ind. 
They gave eight reasons —in a recent Sales Management 
survey —for selecting it as a top test market. 1. Strong news- 
paper of adequate coverage. 2. Good tests in past. 3. Pros- 
perous town. 4. Industries near farms. 5. Good secondary 
market. 6. Isolated from outside influences. 7. Industrial 
town. 8. Typical of its region... Write for your free copy 
of our market data book entitled “Test Town, U. S. A.” 
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STORY, BROOKS & FINLEY, INC. »« NATIONAL REPRESENTATIVES 


‘Collegiate Magazine’ 
to Appear in February 


A new monthly magazine for 
midwestern college students will 
be out in February under the title 
Collegiate Magazine. The maga- 
zine, which will sell for 20 cents 
a copy, will be sold by a repre- 
sentative on each campus. Shel- 
don M. Heiman is executive editor 
and Frank Florence advertising 
manager. Both are students at 
Roosevelt College, Chicago. 

The basic page rate of the 
magazine will be $300, with a 
circulation of 10,000-15,000 for the 
first issues and 40,000 after the 
first three issues. The magazine 
will appear every month except 
July and August. Offices are lo- 
cated at 116 S. Michigan Ave., 
Chicago. 


Names Sensenbrenner 


F. James Sensenbrenner, who 
for the past 15 years has been with 
Kimberly-Clark Company, Nee- 
nah, Wis., and has represented the 
company in its Chicago sales divi- 
sion, has joined the American Pa- 
per Company, Milwaukee, as a 
vice-president. 


_. ° Discover a new source of sales through 


= = _—s— DEPTH OF PENETRATION 


Are you keenly interested in getting 
consumers to ask for your products 
by brand name? Readers of THE 
CHRISTIAN SCIENCE MONITOR ask for 
Monitor-advertised merchandise by 
brand name to a remarkable extent. 

Why is this true? Because the 
MONITOR penetrates to the buying 
reasoning of these men and women 
who live in their own homes and en- 
joy better than average “‘spendable 
income” — spendable for worth- 
while goods and services. Yes, sales 
do result in surprising volume when 
your advertising penetrates beyond 
the mere surface interest of the 


News, Advertising, 
Readership 

Devoted to Building a 
Better Civilization 


Massachusetts. 


readers to reservoirs of action. 

In addition, your message will 
reach MONITOR readers no matter 
where they happen to be living at 
any given time. When a MONITOR 
family moves, their MONITOR goes 
right along with them. This gives 
the MONITOR market unusual stabil- 
ity as well as penetration. 

Your business will profit from a 
planned program of MONITOR adver- 
tising. Let us submit a proposal 
custom-made to your requirements. 
THE CHRISTIAN SCIENCE MONITOR, 
One, Norway Street, Boston 15, 


SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
says: “One of the things that we have reason to note is the loyalty that 
your readers show for your publication and their conviction that any- 


thing that appears in your columns must be good.” 


Branch Offices 


NEW YORK: 500 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 

SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 

PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaught House, 163 /4 Strand 
GENEVA: 28 Rue du Cendrier 

SYDNEY: 46 Pitt Street 


LU Y Aye, DCce VE ? 


Carstens Promotes 
Lucky Dog Food 
in Northwest 


Tacoma, WasH.—Heavy promo- 
tion of Lucky Dog pet food marks 
the late fall advertising of Car- 
stens Packing Company, which 
has plants in Tacoma, Seattle and 
Spokane and distributes through- 
out the Pacific Northwest. 

The current advertising cam- 
paign “also features Carstens 
canned beef and gravy, corned 
beef hash, and chili con carne, 
Radio, a dozen daily and weekly 
newspapers, and outdoor posters 
are being used. Dog food promo- 
tion is especially heavy in rural 
areas. 

In addition, all company trucks 
are now carrying four by eight- 
foot panels tying in with the news- 
paper copy. They are changed 
each month. 

Fall advertising follows an in- 
tensive drive during the summer 
to promote Carstens skinless 
wieners, each of which carries the 
company’s brand identification. 
The campaign featured wieners as 
a main item, rather than as a side 
dish, and used the slogan, “Out 
of the dog house and into society.” 
Menus suggesting dishes using 
wieners are a part of the continu- 
ing promotion. 

O’Connell - Ragan, 
the agency. 


Tacoma, is 


Guenther to Lockheed 
as Eastern PR Manager . 


John Guenther, formerly one of 
the editors of Newsweek, New 
York, has been appointed eastern 
public relations manager of the 
Lockheed Aircraft Corporation, 
with headquarters in New York 
and Washington. He _ = succeeds 
Paul L. Bradley, who resigned to 
become vice-president of John B. 
Walker & Associates, New York. 

Mr. Bradley will continue his 


eLockheed association with the 


Walker organization, which 
handles public relations for Lock- 
heed and other U. S. firms in 
Latin America. 


Revere Names Reingold 


Revere Sportswear, Malden and 
Lawrence, Mass., manufacturer of 
men’s sportswear, has appointed 
the Reingold Company, Boston, to 
handle its advertising. The account 
was formerly handled by Grey 
Advertising Agency, New York. 


Kt le 


in the basic sources 


OF MARKET INFORMATION 


% Advertising Age's 
CONSUMER MARKET DATA BOOK 


% Industrial Marketing's 
INDUSTRIAL MARKET DATA BOOK 
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The reason why you should advertise 
in World Report, regardless of how 
much selective circulation you already 
are buying, is: 


84% of World Report subscribers 
say that “a knowledge of world 
affairs is important to them in the 
conduct of their business.” 


This means that in no other publi- 


cation do these important men—no 


matter how many magazines they 
buy — get their “knowledge of 
world affairs.” To these men 
World Report fills an urgent need. 


So, no matter where else you adver- 


tise, you need World Report—with 
its 112,000 important businessmen 
gathered, for the first time, in one 
audience. 


WHEN YOU BUY ADVERTIS- 
ING IN WORLD REPORT, 
WITH ITS 100% VOLUNTARY 
SUBSCRIBERS, YOU ARE 
NOT! ADVERTISING TO 
STENCILS—YOU ARE AD- 
VERTISING TO READERS 
WHO ARE VITALLY CON- 
CERNED WITH THE NEWS 
EXACTLY AS IT APPEARS 
IN WORLD REPORT. 


WORLD REPORT 


It is good business to watch WORLD business 


Published by United States News Publishing Corporation 


KEOGH, ADVERTISING MANAGER 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y¥. 
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When you need a BIRTH LIST 


. Remember 


WILLIAM F. RUPERT 
Compiler of national birth lists 
EXCLUSIVELY for the past fifty years. 


90 Fifth Ave., New York 11—CH 2-3757 


Liquid Carbonic Names 
8 to Executive Posts 


Brock Bradley, H. C. Mathey, 
Franklin B. Hunt and Ernest P. 
Miller have been elected assistant 
vice-presidents of Liquid Carbonic 
Corporation, Chicago. Mr. Bradley, 
formerly vice-president of the 


' COVER COLORADO 


vuitton 


5 . MecKelvie, —. 


Tt | Colorado 
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subsidiary, Liquid Carbonic Can- 
adian Corporation, Montreal, will 
move to the main office in Chi- 
cago. Mr. Mathey, general manager 
of the corporation’s Pacific opera- 
tions, makes his headquarters in 
Los Angeles. Mr. Hunt and Mr. 
Miller are located in the Chicago 
office. 

Byron W. Goulding, office man- 
ager of the compressed gas divi- 
sion in New York, has been ap- 
pointed sales manager; M. 5 
Reber has been named soda foun- 
tain sales manager; Bernard J. Oos 
has been appointed assistant ad- 
vertising manager and W. P. 
Mudgett, soda fountain and ice 
cream cabinet sales promotion 
manager. 


Signs Abe Burrows Show 


Lambert Pharmacal Company, 
St. Louis, has signed the Abe Bur- 
rows show. Listerine’s sponsor- 
ship of the CBS 15-minute pack- 
age, through Lambert & Feasley, 
New York, will become effective 
Jan. 3. The show then will be 
heard Saturday at 7:45 p.m., EST, 
from Columbia’s Hollywood stu- 
dios. 


Biggest Selling 
Job Still Ahead, 
Cunningham Says 


SEaTTLE—If American industry 
is to sell enough goods and serv- 
ices to keep our economy going at 
current high levels of employ- 
ment, “marketing men are going 
to face the biggest selling job we 
have ever faced and perhaps a bit 
faster than some of us would 
like,” Ross Cunningham, presi- 
dent of the American Marketing 
Association, said here recently. 

Major changes in income and 
population and their effects on 
marketing were outlined by Dr. 
Cunningham, who is an associate 
professor at Massachusetts Insti- 
tute of Technology, before a joint 
meeting of Pacific Northwest ad- 
|vertising and marketing men. 


‘‘He’s the media man over at Hitten, Ditten, Fitten & Gitten”’ 


THIS ALSO CUTS CONSIDERABLE ICE WITH SPACE BUYERS: 


@ The Cincinnati Enquirer has the largest circulation gain 


of any Cincinnati newspaper. . 


last ten years. 


. in the last year, 


and 


e It carries more advertising linage than any other Cin- 
cinnati newspaper. 
e It has the lowest milline rate in Cincinnati. 


Represented by Moloney, 


Regan and Schmitt, Inc. 
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“One of the most striking things 
about the consumers’ market to- 
day,” Dr. Cunningham told the 
meeting, “is the high personal in- 
come it represents. It looks now 
as though we’d wind up the year 
with a personal income figure of 
more than $200 billion. That’s the 
basic reason for the mess we are 
in today with high prices and 
shortages.” 


More to Spend Now 


Citing income shifts within the 
consumers’ market, Dr. Cunning- 
ham said that the proportion of 
the population in the $3,000-$5,000 
income group had increased from 
10.5% in 1941 to 25% this year 
and the proportion over $5,000 in 
the same period had jumped from 
4 to 10%. As a result, he said, 
“people have more money to 
spend on goods and_ services 
which were once considered ‘non- 
essential.’ ” 

While population increased 
7.5% in the last decade, it is up 
9% so far in this decade and the 
number of family units is up 12%. 
“That explains the very heavy 
demand. for refrigerators, stoves 
and other products bought for the 
home,”. Dr. Cunningham  con- 
tinued. 

At the same time, the trend 
from farms to cities has continued. 
Farm population since 1940 is off 
10%, while urban is up 13% and 
the rural non-farm population is 
up 14%. 


Price Resistance Ahead 


“One feature of the _ period 
ahead is going to be a very real 
price resistance on the part of the 
buyer,” Dr. Cunningham said. “In 
the change from a sellers’ to a 
buyers’ market, the consumer will 
be very critical about price, partly 
because food takes so much of the 
family budget now and partly be- 
cause of uneasiness over the fu- 
ture.” 

Turning to trends in distribu- 
tion, Dr. Cunningham predicted 
a steady increase in self service 
at retail. Food stores, pioneers 
in self service, will apply this 
practice to more items, and other 
stores will turn to self service to 
cut costs. This trend makes pack- 
aging more important to the man- 
ufacturer, for the package, rather 
than a salesman, has to do the 
selling, the speaker explained. 

Competition will be keener 
among outlets and there will be a 
tendency to sell the same product 
in more types of stores. “Too 
many retailers are in business in- 
adequately financed, and there is 
going to be a heavy mortality,” Dr. 
Cunningham warned. 

Stores which have put out a 
lot of their own brands will turn 
to national brands, where there 
is an established demand and 
faster turnover, Dr. Cunningham 
said. 

The wholesaler, over the years, 
has been caught in a squeeze with 
many retailers buying direct, and 
there is no indication that this 
situation is going to get any bet- 
ter, Dr. Cunningham said, adding: 
“Wholesalers may have to meet 
this by integration forward into 
retailing or back into manufac- 
turing, or both. . . In retailing, 
there is a general tendency to- 
_ward larger retail outlets as being 


{more efficient.” 
| 


. 7 . 
‘NBC Appoints Gilchrist 

| Ethel Gilchrist has been ap 
| pointed advertising and sales pro- 
|motion manager of NBC, Sa! 
|Francisco. She succeeds Davic 
|Lasley, who was transferred t 
Chicago recently to head the ad- 
|vertising and sales promotion de- 
|partment of the network’s centra 
division. 


‘Blatz Appoints Granne 


Milton Granne has been ap- 
|pointed eastern area sales mana- 
ger of Blatz Brewing Company, 
|'Milwaukee. He will make his 
headquarters in New York. 
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1,850,000 families like this 
buy nearly one billion dollars 
worth of food. You ought to 
tell them about your product. 


It’s a cinch that your wife isn’t shooting the week’s meat 


budget on one thick steak. HOW DO YOU KNOW THAT 


, , F , REDBOOK FAMILIES DON’T EAT? 

It’s also unlikely that you'll shoot the works on a big 

wi ; : } =. : Have you ever offered them anything along 

juicy slice of circulation if it means that you can dish hat tne? Well, we have! 

up only two or three helpings a year. eugene cobaanag wert 
offered a copy of ‘90 Easy-to-do Recipes’’ for 


Sustained sales live on a steady diet of a dime. It wasn’t heavily displayed. Only care- 


+ , . ful attention to the whole page would have 
advertising —hnot just an occasional enabled the reader to see it. To date we have 
received 7,515 dimes, and they’re still coming 
in at the rate of 100 a day. 

1,850,000 Redbook families want your 


help in buying a billion dollars worth of food. 


circulation bender. 


After all, pot roasts are fine 


muscle builders. They are Just to make sure that you get their best 
ttention, put some recipes | 

part of the same steer. If you attention, put some recipes in your copy 
How can you go wrong on a 
billion dollar food market that re- 


sponds like that? 


EDBOOK 


N OTE If you'd like to have a copy of 90 Easy-to-do Recipes”, write or 
¢ phone Redbook, 444 Madison Avenue, New York 22, New York. 


can’t afford five million at 


a clip, how about 1,850,000 


Redbook families that you 


can afford — four-color 


pages at $5,525 each. 
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~ ‘Few People Want 
> to Make Money,’ 

> Says Stevens 
Claims Techniques 


Now Exist to Help 
*. Choose Salesmen 


, Cwicaco—“You can take the 

“4 guesswork out of the selection of 

salesmen,” Dr. Samuel N. Stevens, 

president of Grinnell College, told 
the 11th annual sales congress of 

» the Chicago Sales Executives Club 

| here last week. 

The potentially successful sales- 
man, Dr. Stevens said, is a man 
who really wants to make money, 

/“and you’d be surprised,” he 

-added, “how few people in this 
country really want to make 

money.” 

“The man who wants to make 
/;) money,” he emphasized, “has al- 
|| ways wanted to make money. He 

has always managed to finagle a 

little more than the next fellow 

"since his earliest days. If your 
/ prospective salesman isn’t moti- 
vated by cash, you can call it 
| quits at that point.” 

But the desire to make money 
and the ability to do so is not 

_, the only criterion, Dr. Stevens ex- 

plained. While it is still impos- 

sible to predict a future sales- 
man’s success with 100% accu- 
racy, there are two other areas 

'of a would-be salesman’s back- 

ground which the sales manager 

can investigate with surprising 
success. 

_ “There is a definite pattern of 
personality factors which make 
up the kind of man who will sell 
if he has the motivation,” he said, 
and these also can be explored 
by the sales manager. In addition, 
he continued, the comparison of 
a man’s previous experience and 
capability with a job analysis of 

| the particular type of sales work 

| will indicate whether he possesses 

the technical requirements for a 
, certain job. 


‘Last of Individualists’ 


Emphasizing that salesmen are 
_ the last of the rugged individual- 
ists, Dr. Stevens declared that “if 
the time comes when the possibil- 
| ity of great gains (and losses) are 
eliminated from sales, the enter- 
prise system is doomed.” 
While a salesman has to be will- 
ing to take a chance, he has to 
have more discipline than a man 
| in almost any other occupation, 
and the better the man, the better 
he will take discipline. Establish 
standard procedures for selling 
Dr. Stevens said, “and then super- 


INEW JERSEY'S FOURTH LARGEST MARKET 


CANNOT BE SOLD 
} FROM THE 


OUTSIDE 


So complete is The BAYONNE TIMES Coverage 
}that no outside newspapers can compete in 
| this wealthy market. The times daily reaches 
linto 73% of Bayonne’s homes -delivers 66% 
lmore copies in Bayonne than all other Hud- 
\son County and New York evening papers 
combined ...92% Home Delivered. 
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‘THE BAYONNE TIMES 


| MATIONALLY REPRESENTED 
BOGNER & MARTIN 
795 MADISON AVE. NEW YORK © 228 W LA SALLE ST. CHICAGO 


vise the hell out of your salesmen 
to see that they comply.” The way 
to do it, he added, is to dem- 
onstrate how it will help them 
earn more money. 

At the afternoon session of the 
sales congress, Dr. H. C. Nolen, 
vice-president of McKesson & Rob- 
bins, New York, and a former 
professor at Ohio State University, 
made a presentation on “How 
Salesmen Spend Their Time,” as- 
sisted by Dr. James H. Davis and 
a student panel from Ohio State. 
The time and duty study of 70 
wholesale drug salesmen was 
made under a grant from the Na- 
tional Wholesale Druggists’ Asso- 
ciation. In gathering his data, Dr. 
Davis tabulated 576 sales inter- 
views and some 12,000 different 
sales attempts. 

While the value of some of the 
figures was questioned because of 
inevitable changes in the sales 
“climate” in the interim since the 
study was made, Dr. Davis and 
his assistants declared that the 
effectiveness of a wholesaler’s 
salesman: depends largely on four 


factors: The amount of time de- 
voted to selling, the number of 
sales attempts, the selling methods 
used, and the types of selling ar- 
guments employed. 

Only 240 days a year are selling 
days, and good salesmen spent but 
41 days a year in actual promo- 
tional selling, the study showed. 
Poorer salesmen averaged less 
than 28 days in direct sales ac- 
tivity. 


Charts Correlations 


Dr. Davis and his assistants 
showed that there was a direct 
correlation between the time spent 
in selling and the dollar volume of 
sales. The salesman who spent 
from 20 to 25 minutes per call in 
direct selling, sold over $75 worth 
of merchandise, while the man 
who spent from five to 10 minutes 
averaged only $31 in sales. 

Also noted was a fairly con- 
sistent correlation between sales 
attempts and the number of suc- 
cessful sales. A constant ratio of 
one sale for each five attempts 
was noted, regardless of the 


total number of sales attempts 
made during the interview. 

In addition, Dr. Davis discovered 
that while sales resulted in only 
13% of the cases when the item 
was merely mentioned, success 
was achieved in 54% of the at- 
tempts when the customer was 
given a reason to buy. 

The full report will be pub- 
lished by the Bureau of Business 
Research at Ohio State about Jan. 
1 under the title: “An Analysis 
of Wholesale Drug Salesmen’s 
Activities.” 

Robert A. Whitney, managing 
director of the National Federa- 
tion of Sales Executives, New 
York, stressed the function of 
salesmen as jobmakers, and 
charged sales managers and their 
men with the responsibility of 
avoiding the next depression. 
“Don’t let the economists master- 
mind us into another depression,” 
he cautioned. 

Citing an instance of a loss of 
several million dollars in produc- 
tion workers’ payrolls because of 
a fear of topheavy inventories, he 
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declared that many economists do 
not understand sales goals and are 
not aware that increased business 
volume demands a proportionately 
increased stock inventory. 


Coleman Names Drucker 


Jane Drucker, formerly public 
relations executive of Ziff-Davis 
Publishing Company, has been 
named assistant account execu- 
tive of Harry Coleman & Co., 
Chicago public relations firm. 


Adds Houseware Account 


American Injection Molder, Inc., 
Long Island City, N. Y., manufac- 
turer of plastic housewares, has 
appointed Hanson-Gerber-Shaw 
Advertising Agency, New York, to 
handle its advertising. 


Macfadden to St. George 


Macfadden Publications, Inc., 
New York, has appointed St. 
Georges & Keyes, New York, to 
handle its advertising, effective 
Dec. 1. The account was formerly 
handled by Walter M. Swertfager 
Company, New York. 
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* Look at the prospects ‘ 
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vides for insurance! : 
There are some 3,000,- 
000 husbands and fathers 
in Better Homes & Gar- 
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and fathers whose big love 
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Paint Sprayer 
Gets First Ads 


CuicaGco—A full-page, two- 
color ad in the Nov. 22 Saturday 
Evening Post kicked off Lowell 
Mfg. Company’s first consumer 
drive for the new Lowell Thoro 
Spray electric paint sprayer. 

Smaller space ads will follow 
the initial copy in the Post at 
bi-weekly intervals, as will 
monthly insertions in Better 
Homes & Gardens and Popular 
Mechanics. Ads feature an offer 
of a new 14-page brochure by 
Elizabeth Whitney, interior dec- 
orator, called “Forty Ways to 
Beautify Your Home.” 

Theme of the drive is the speed 
and ease of painting with the new 
Lowell sprayer, and each room in 
the house gets a page or more in 
the booklet to show how special 
effects may be achieved with ease. 

Trade publication advertise- 
ments, directed toward dealers, 
also will be placed through John 
W. Shaw Advertising, Inc. 


| Agency Info Clarified 


The Bronson Herr Advertising 
Agency, New York, recently sent 
out a notice which was published 
in the Nov. 10 issue of AA and 
which inaccurately stated that the 
firm had received ANPA recogni- 
tion. Recognition granted Bron- 
son Herr was by the Publishers 
Association of New York City, 
rather than the ANPA. 


Boyd Appoints Wood 


Jordan D. Wood, formerly ac- 
count executive. and vice-presi- 
dent of Gordon Schonfarber Asso- 
ciates, Providence, R. I., has joined 
Boyd Corporation, Portland, Me., 
distributor of major electric ap- 
pliances, as advertising and sales 
promotion manager. 


Issues Military Job 
Classification Book 


The Philadelphia Bulletin has 
published a 640-page book, en- 
titled “Military Classifications in 
Terms of Civilian Occupations,” 
which tells the veteran how to 
channel his wartime training into 


CELEBRATE 5,000,000TH—Maytag Co., Newton, la., had a plant-wide celebra- 

tion when the 5,000,000th washer rolled off the assembly line. Dean Landis, ad 

manager, and Verne R. Martin, general sales manager (at left), talk to Rosanne 

Morgan, Maytag Queen. Roy A. Bradt, vice-president in charge of sales and 
advertising, stands at right. 


civilian occupations that use the 
military skills he has acquired. 
The book also tells the civilian 
employer how to locate veterans 
who possess the special skills and 


training he needs. 

The publication, which sells for 
$4.50 a copy, may be obtained 
only through application to the 
Bulletin. , 


It is a well-established fact that some 
people live better than others. 


irst step toward 
finding a market 


It screens for prosperous families — fami- 
lies with a lot of wants, and the means of 


satisfying them. 


People who live better, want more, buy 
more, are a better market. 


If you can’t talk to all the people about 
your product — it’s wise to talk to those 
who are the cream of the market. 


All this is rather elemental. But it is lead- 
ing up to a point which many advertisers 
overlook. 


A magazine’s circulation is a market. 


How good a market depends upon how 
intelligently that circulation is screened. 


Better Homes & Gardens screens for 
families. 


It screens by focusing editorially 100% 
on service — articles of interest to these 
families who need a lot and buy a lot. 


It delivers 3,000,000 such families. 


3,000,000 circulation is big-league circula- 
tion. 


But when it is hand-picked for interest and 
income — it comes mighty close to being 
the best single market in the United States. 


Get the whole story of “editorial screen- 
ing” from your BH&G representative. 


Antiias Fiat Strae Mugacine 
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Chevrolet Adopts — 
New Management — 
*X-Ray’ Program 


Detroit—Chevrolet Motor divi- 
sion of General Motors Corpora- 
tion has announced a daily man- 
agement plan as “one of the most 
important projects of the division’s 
postwar program.” 

H. Keating, general sales |; 
manager, said automatic controls, } 
“which figuratively ‘X-ray’ vital 
operating statistics of dealerships, 
will spearhead the project.” 
Development of the project was 
completed after 14 months of re- 
search, field surveys and experi- 


rmental operation in typical deal- 


erships by a special staff of ex- 
perts, under the direction of L. N. 
Mays, Chevrolet’s national busi- 
ness manager. Associated with * Pa | 
him were R. H. Norman, M. -. (7 
Kane and V. R. Cramer, assistant / 
managers of the firm’s national. | 
business management department. | 


Provides Daily Control 


Basis of the plan is a method 
of establishing sound sales and | 
profit objectives, and a daily con- 
trol to measure actual results 
against desired objectives. Spe- 
cially designed control forms will ' 
enable managers of the four prin- 
cipal departments of a dealership 
—new cars, used cars, parts and 
service, to have daily up-to-the- 
minute records of their operations 
and compare them with the 
planned objectives, Mr. Keating 
said. Key departmental statistics 
will then be tabulated on a- mas- 
ter control record for the dealer. 

Use of the system, Mr. Keating 
claims, makes it “a simple matter ; 
for dealer accountants to com- » | 
plete monthly statements within a 
few days after the end of the’ 
month.” He said the plan “will be 
of tremendous assistance to deal- 
ers in helping them not only out- | 
sell competition, but likewise to 
out-manage their competitors.” 


Leaves Campbell-Ewald 


Ralph Roessler has resigned as 
head of the Chevrolet Motor divi- | 
sion publicity staff for Campbell- 
Ewald Company to enter the lum- 
ber business in Indianapolis, effec- 
tive this month. 


=e 
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cs ; 


Appoints David Lipton _ 
David T. Lipton has been named 
sales manager in charge of the 
floor covering division of Allen 
Industries, Inc., Detroit. . 
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Insurance Firms 
Indicted for Use 
of Misleading Ads 


Cuicaco —A special federal 
grand jury investigating mail or- 
der insurance companies has re- 
turned two indictments charging 
use of the mails to defraud. 

Guarantee Reserve Life Insur- 
ance Company and the Guarantee 

_ Life Insurance Company, both of 
Hammond, Ind., are the com- 
panies named. Both are charged 
with using misleading information 
in policy solicitations, through the 
mails. 

The accused underwriters are 
said, through advertising, to have 
led prospects to expect greater 
coverage than the policies actually 
offered. The method was de- 
scribed as “giving it to them in 
, the big print and taking it away 
" in the little print.” 

The indictments are an out- 
_ growth of a seven-week inquiry 


EVERYONE 
wants.... 


to get in the 
bug Baek, act! 


And from the looks of the 
record, nearly everyone IS 
_ getting in the Long Beach act. 


Witness the fact that Octo- 
ber was the largest month in 
our history; the Press-Tele- 
gram carrying 1,407,770 lines 
of advertising! 


It’s understandable ... after 
all, the Press-Telegram does 
reach over 2 out of every 3 
Long Beach families; it does 
lead the only other newspaper 
in the market by over 60,000 
Net Paid Daily; and it does de- 
liver your advertising message 


at a 65.8% LOWER milline! 


And remember, Long Beach 
‘) is NOT a “part” of Los Ange- 
les. It is a separate and dis- 
tinct market where Retail Sales 
_in 1946 hit over 315-MILLION 
, DOLLARS. 


So, to get your share of the 
{wealthy Long Beach market, 
put your sales message in the 
ONE newspaper that can do 
the job alone, the... 


= 


Press- 
Celegram 


NOW OVER 84,000 NET PAID 
| DAILY CIRCULATION 


Represented nationally by 
Williams, Lawrence & Cresmer Co. 


under the direction of U. S. At- 
torney Otto Kerner Jr., and fol- 
low a nationwide survey by postal 
inspectors during the past year. 
The inspectors investigated com- 
panies offering limited liability 
health, accident and family group 
policies. 

J. Harold Marks, chief postal 
inspector here, reports that many 
of the companies under investiga- 
tion have used radio advertising 
and car cards, as well as direct 
mail. Car cards which carry in- 


quiry postcards have been a favor- 
ite method of securing leads, ac- 
cording to Mr. Marks. 

Although many of the com- 
panies using this type of advertis- 
ing are “ethical,” additional in- 
dictments are expected to be re- 
turned as a result of the probe. 


KSO Promotes Friedman 
Max M. Friedman, salesman for 
Station KSO, Des Moines, has been 
appointed general manager, suc- 
ceeding George J. Higgins, who 
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has become manager of Station 
WISH, Indianapolis. Mr. Fried- 
man also has been named a mem- 
ber of the board and manager of 
sales. 


MPA Names Klingmann 


Amy W. Klingmann, formerly 
on the administrative staff of the 
American Society of Composers, 
Authors and Publishers, New 
York, has been appointed admin- 
istrative secretary of the Music 
Publishers’ ‘Association of the 
United States, New York. 


Graham Joins George 


Judd Graham, formerly public- 
ity director of Western Auto, has 
joined Ernest N. George Company, 
Los Angeles agency, as production 
director. The agency has moved 
its offices to 1805 Wilshire Blvd. 


Alida Products to Rouse 


Alida Products Company, man- 
ufacturer of Golden Dagger lip- 
stick, has appointed A. James 
Rouse Company, Los Angeles, to 
handle its advertising. 


rirst.. 


in VALUE because it’s 
@ FIRST in Pulling 


Power...because it’s 


@ FIRST in Paid 


Circulation... because it’s 


e FIRST in Reader Interest in all 
Phases of Automotive Service 
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Cullinan Named V.P. 


Richard A. Cullinan, account 
executive of Albert Frank-Guen- 
ther Law, New York, has been 
elected a vice-president. He 
joined the agency in 1929. 


Warmee Gets Promotion 


Roy H. Warmee, former sales 
promotion manager of the Modu- 
flow division of Minneapolis- 
Honeywell Regulator Company, 
Minneapolis, has been appointed 
sales manager of the division. 


Marshall Adams 
Lists Ad Selling 
Lessons in Book 


SALEM, O.—Twenty-four lessons 
for “Training Advertisements to 
Sell” are listed in a new book by 
that title written by Marshall 
Adams, advertising and sales pro- 
motion manager of Mullins Mfg. 
Company’s Youngstown kitchens 
division, Salem, O. It is dis- 


tributed through National Mar- 
keters Press, Cleveland. 

Mr. Adams declares that “ap- 
peal” and “technique” in adver- 
tising preparation have been ex- 
amined in detail and developed to 
a much greater extent than has a 
third fundamental which he calls 
“sales procedure.” The small book 
is devoted chiefly to describing the 
24 elements needed in any large or 
small printed advertisement if it 
is to sell the product or service 
advertised. 


The “training lessons” include 
these “musts”: (1) a definite, 
dominant objective; (2) a truthful 
eye-catcher; (3) a short-story lead; 
(4) “talk to me” approach; (5) 
copy must be positive and en- 
thusiastic; (6) emotional appeal; 
(7) contrast; (8) benefit shown 
for every feature; (9) proof; (10) 
an idea of cost; (11) must cover 
value; (12) urge specific action; 
(13) stated benefit resulting from 
action; (14) institutional proof; 
(15) proper identification of com- 


pany and product; (16) ample 
material to permit visualization of 
product; (17) freedom from re- 
strictions against readership; (18) 
pleasant atmosphere; (19) show 
of superiority; (20) success must 
be indicated; (21) sales elements 
in proper sequence; (22) continu- 
ous flow of thought; (23) no 
mechanical handicaps; (24) “does 
your advertisement accomplish 
its objectives?” 


‘PM’ Changes Format 


Beginning with the issue of Nov. 
17, PM, New York, changed its 
physical makeup to a 1,000-line 
page, with five columns, instead 
of its previous 875-line page. 

PM’s retail advertising rates 
have been altered. National rates 
remain unchanged. 


Macleod Changes 


Graeme Macleod, who has been 
assistant to the president and co- 
chairman of the plans board of 
Campbell-Ewald Company, New 
York, has joined the executive 
staff of Donahue & Coe, New York. 
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oftutomotive Publications 


Ask the represent- 
ative of any Wis- 
consin hometown 
daily to show you 
the new fact-packed 100- 
page “Readership Study 
of 3 Typical Wisconsin 
Hometown Dailies” — or 
write for your copy. 


It shows that because 
of higher readership these 
papers actually give you 
more readers—more buy- 
ing power per advertis- 
ing dollar —in the rich, 
stable hometown markets 
of Wisconsin. 

3 out of 4 Wisconsin families live outside 


| Milwaukee county, You reach nearly 
| 80% of them thru the better-read . . . 


Automotive Digest 
22 East 12th St., 
Cincinnati, Ohio 


Please send me FREE Booklet describing 
the Automotive Service Market in detail. 


NAME.......... 


ADDRESS 


GHY.......,... 


212 Fourth St., Racine, Wisconsin 
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S1IMPSON-REILLY, LTD. 
Publishers Representatives 
SINCE 1928 


SAN FRANCISCO LOS ANGELES 


RUSS BLDG. GAKFIELD BLDG. j 


Farnsworth Sponsors 
Met Auditions on ABC 


Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind., 
will sponsor the Metropolitan 
Opera auditions of the air over 
ABC, starting Jan. 4. The broad- 
cast will be heard Sundays at 4:30 


p.m., EST. This is the first adver- 


7 Ake record each month 


of the finest perfume 


and cosmetic advertising 


‘BEAUTY 


FASHION 


Also publishers of DRUG AND COSMETIC INDUSTRY _ 


tising development for Farnsworth 
since Warwick & Legler was se- 
lected to handle the account fol- 
lowing the resignation of N. W. 
Ayer & Son. Commercial time will 
feature Capehart radio and tele- 
vision sets as well as Farnsworth 
radios, phonographs and video re- 
ceivers. 

The Metropolitan auditions were 
last on the air over ABC two 
years ago. Sherwin - Williams 
Company, then a Warwick & Leg- 
ler client, dropped the show in 
April, 1945. 


Joins Reliance Pencil 


Richard I. Robinson, former ad- 
vertising manager of Phillips- 
Jones Corporation, New York, has 
joined the Reliance Pencil Cor- 
poration, Mount Vernon, N. Y., as 
advertising and sales promotion 
manager. 


Names McGuire Agency 


Walker Metal Products Ltid., 
Windsor, has appointed McGuire 
Advertising Ltd., Windsor, to 
handle its advertising. A business 
paper campaign will be launched 
soon. 
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Canned Citrus 
Juices Threaten 
Market: Armstrong 


‘Salvage’ Operations 


Provide No Profit, 
Industry Warned 


Los ANGELESs— The danger of 
large carry-overs of canned citrus 
juices from previous years draws 
special attention in the annual re- 
port of the California Fruit Grow- 
ers Exchange, which warns the 
industry against profitless canning 
operations on a “salvage basis.” 

National citrus production in 
1946-47 established another all- 
time high despite the Florida 
freeze last February, the market- 
ing cooperative group points out, 
and—despite rising prices of prac- 
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he Seasons Best 


Say 


Yes, Fall, Winter, Spring and Summer 


the set-up box is your best bet 
for added sales. Its take-home 
value, ease of shipping and product 


protection express your good wishes in every 


package. Investigate today the sales potential of 
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PSTOM-BUILT 


set-up boxes. You will find they rate a 4 out of 5 “sooner” preference. 


The Season’s Best to you, with all good wishes from... 


FOR INFORMATION 


OR SERVICE @ 


NATIONAL PAPER SOx MANUFACTURERS 
—* Tss0cthalior 


AND COOPERATING SUPPLIERS 
Liberty Trust Building, 


Philadelphia 7, Penn. 


CONSULT YOUR NEAREST SET-UP BOX MANUFACTURER 


tically all other commodities-— 
“the citrus market generally has 
shown a marked decline from 
wartime price levels.” 

Three reasons are advanced for 
this situation: Abundant produc- 
tion; the carry-over of canned 
citrus juices, selling at extremely 
low prices; and an excessive per- 
centage of small size fruit. 


Knocks Down Prices 


For the first time, said Paul S. 
Armstrong, exchange president, 
the industry is experiencing the 
result of putting the surplus fruit 
of one season into cans, which en- 
ables such surplus to be carried 
over into the following season 
with a detrimental effect on prices. 

“At the start of the 1946-47 sea- 
son there was an estimated carry- 
over of 16,000,000 cases (24 cans 
each) of canned citrus juices from 
all producing areas,” he said. 
“Practically all of it came from 
Florida and Texas where a heavy 
canning program has been in effect 
on grapefruit juice, orange juice 
and a blend of the two. This 
carry-over placed a damper on 
prices for the canned pack of the 
current season, which persisted all 
year in the producing areas. The 
consumption of canned citrus 
juices this year approximates 60,- 
000,000 cases and each case is 
roughly equivalent to a box of 
fresh fruit. 

“While the canning of citrus 
juices offers a promising oppor- 
tunity for increased consumption, 
some of which has already been 
realized, this new outlet avails 
nothing to the grower if citrus 
canning operates on a_ salvage 
basis and fails to return the cost 
of production for the fruit used in 
canning. . . 


Urges Other Outlets 


“The industry had better turn 
its attention to those outlets for 
processed fruit which are not 
competitive with the same fruit 
sold in fresh form. There are 
promising outlets for such prod- 
ucts in both domestic and foreign 
markets.” 

Marketing costs of the ex- 
change, exclusive of advertising, 
totaled 8.3 cents per box during 
1946-47, while cost of district ex- 
change service was 1.4 cents per 
box. Advertising assessment on 
oranges amounted to 7 cents per 
packed box; 14 cents on lemons, 
and 1 cent on grapefruit. 

Like the exchange, both Florida 
and Texas made their greatest ad- 
vertising investments to date dur- 
ing the past year. The two south- 
ern states will continue and ex- 
pand these efforts during the com- 
ing year, the exchange declares, 
thus contributing to the “funda- 
mental objective of creating a 
market for the larger production 
ahead.” 

The exchange concentrated its 
1946-47 consumer ad budget on 
“lemon and water,” with inclusion 
of copy on lemons for colds dur- 
ing winter months. This plan is 
to be continued for at least two 
years, thus carrying it through the 
new 1947-48 season. 


Join Geyer, Newell 


Raymond E. Richard, formerly 
with Green-Brodie, and Roland G. 
James, formerly with Kenyon «& 
Eckhardt, have joined the art de- 
partment of Geyer, Newell & 
Ganger, Detroit. 


Join Gourfain-Cobb 


Myron E. Stewart and Louis Bos 
Jr. have joined Gourfain-Cobb Ac- 
vertising Agency, Chicago, as head 
of production ard assistant art 
director, respectively. Both were 
formerly with MacFarland, Ave- 
yard & Co. 


PEG Boosts Soap Price 


Procter & Gamble Company, 
_ Cincinnati, has announced an in- 
|crease of 6% in the price of its 
| soap and soap products. This '5 


|the third increase this year. 
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FAIRCHILD BUSINESS PAPERS — THE HEART OF THE BUSINESS NEWS 


Built for wholesale circulation 


This is the new home of the Fairchild Business. Papers... 
where you can buy circulation wholesale . . . because we give 
you a clear shot at a fifteen billion dollar market... the 
business of supplying wearing apparel and accessories for 
141,000,000 men, women, and children...as well as the 
furnishings and equipment for 40,000,000 American homes. 


Scratch a Fairchild reader — and what will you find? An 
independent store president responsible for a $100,000,000 
volume; a hundred merchandisers handling $5,000,000 vol- 
umes — and more — each; thousands of buyers each gaited 
to a $500,000 volume or better. And that ain't all, brothers; 


WOMEN’S WEAR DAILY DAILY NEWS RECORD RETAILING HOME FURNISHINGS 


large executives of mail order houses and chain store groups 
... controllers, advertising managers, directors of sales... 
manufacturers, wholesale distributors, jobbers, resident buy- 
ers... everybody along the line of progression from prime 
material to the retailing of the end use product. It takes a 
lot of people to move a volume of fifteen billion dollars. 


They all realize the importance of Fairchild Business News. 
And to make it more important to them —our more than 
117,000 subscribers — we built this edifice to give them more 
news that much quicker so they will always know what's 
happening in the business world when it is happening. 


FAIRCHILD PUBLICATIONS 


8 East 13th Street, New York 3, N. Y. * Phone ORchard 4-5000 
Covering the Textile, Apparel, Home Furnishings and related industries 
MEMBER AUDIT BUREAU OF CIRCULATION 


MEN'S WEAR FOOTWEAR NEWS FAIRCHILD BLUE BOOK DIRECTORIES 


he Sager eed 
as ra ox a! : 
47 . 
as = 
Y i ae = . 
: “ie AER , 
Bo oy sae : aa! 
= ew it ae 
P ST es ay eke Bae oe oo 
0 ee Sa ates me 
; es a a ™ —_— —_— 
aoe aoe As ee bytes «iyo ae | 
C- : Ease oot mt ae ; age Seek : y 7 ) 
; stat 3! ef Sei a es A ty Soa Seah iy ir? 5 ri 
: i os . met ae eee | 5 Pe = ipa * by : 
: Re Rea cy wh a ee i Be a, San rae ot i : : 
sae i an i ety aes Vises ate ies Sid ) Ae x < eos B 
: Gu Be cae ae at Piel a i al : ;. ON 4 ts ee & va & ay F r * 
‘ ae Dae ht Se Sate 3 Bets gee eo peas ieee Be $a " es ‘ ao oe Fa By fe ol ome ; 
T- ee Nese ; hoes io eee hag eae if poe ae ae = ae 2 ites : . 
= te <i t Ae gia ‘uli * Fea eS ni tenes Lae ae eee 4 Baise nA Ba Es a = ia : eee 2 ; ‘ a 
we os ss iets Ei Aig, Se yer resis aad a eee he : oh = a ae Pay ete ee: : ; 4 
ae ea) ist ahd er c ee 2h i aa ees a> A ain q poe 3 5 a : ay : . 3 ) a | | 
‘om f <) ily 2 tiger ca sie ae ££ 4 oe sat Be % A ‘ =~ 
ere ¢ He Varese eae ze a wa 3 Se geese ee Pe s4 | See “ 
nt : ast = <<, aoa oe *.4 os ee — —_ 
| : =  ¥ se ae eB os <3 ett ; cs es ea fei 
. hs : ; si ees Pi : es: 5 i a 4 ra -_ | | : , 
nt, Pe : ae a ce j Fa a a ' | | a sa | 
h 4 ee ‘ i ° en 7 i ges _ | : : : ) | 
‘ ea foe aa ree By : ff et ee . ed 
| , a ae” Ss ca a ; a oy % i = : , Sg ae: ped C | i : 
- 4. eg gS 4 ad ae : —— : : pte, - . 
lit a Pa ae ‘, a . = a tae REN Se ~ ° 
é * ae es Besa . 3 % as - a oe ake ES ” 
. ; % | | ra F, “— i Ee Res ee 2, = ee F ee oS : E : 
¢ ae a 5. Re ; ' . 3 ane : $f = Ree a Bi Rs Rae ‘S , ‘ 
ed gs es ii Pee ue 5 < Rie “ F na ae ay See BA SS Ss Fi ‘ 
es. e a i : es es ; - ae a Ec ERS Bea: Se Sate Sais Seace Sa Cae 7 : ‘ 
ROS yet = Serene et : = x . = ; ones NS Ses Sas Lt 2 Se Se SSaeea Se ena : | 
on 3 Say Ses ee th i, a Sia i - eee i oS a . e ie ie SO sae 33 Se Se st See ee : . . 
ee tgs hy hi i 7 oo oe 3 a oy SEES _ eee oe . . 
: . ey aS. Bi 3 S is 3 i * * Soe os Mate & * % 7 agi >) RS ‘ Se eS ‘ a Sr : se es ah: Oy 
2 | . : 4: : t. ‘ RY, ie,” a Re? Et = par hat 4 Rec seats een ten waa 
Bigot * Ra it : : 4 Pe it Px ra a ae ee nee? Bee ares Be Bee ae ae : a zy 
a= ge ak Bos em oe ae Pee a & be Bact a. 3 SS iy ' as i. ee RE ee Fe eas Reais ss Reese : ad ? 
eee ie 4 oR Xe, “4 ee Bae 3 a “eS =e Re: RS Bey eS Oe . — : | F ; ) 
BP PRR a see i ‘ 4 es Bae oe 33 e Seas ae if roe a, Re , $e Be 8 oe : oS r ws 
y- af 2° as Dy, Baie Pg: : y de . a oe ‘ & ek Be OM sane ee oS eS 4 ’ 
ares oa a. eee, : : ee eS a lie : eras Se B Bess SEN .. _ . 2 | 
ns aes ge ie 4 LM a 3 # 4 nee ae 3 2 oe. Aes." ae x fs ‘ + an a Bess Soe aR - . , , | 
a 2 ae Meee i 3 He 8. 5 Nee as. 7 Ps Pie a SRS SS eet. Beach SS : : | ; 
ese Beers ‘4 3 ; pes 5 ee 3 e os ? 4 * 3 Reed Te ah Beas aac Rese Eee ee : Fs : 
ym ee Ba he | , oom ae oo a a ’ Pie Feta, Bees Dh ae Se ae es Seok : : ‘ 
> no pee, oa meee es ipso as ae & eee 8° soe } 4 Peer ‘< PR Sees ee — es Poo : - | | . 
id eG te bi se hy at tie : i : a , . 3 - ES ae eRe oi rN x - 2 = | 7 
| J ee oes fis Hees 2 4 eit 2 ied Be Be Pel ee ae Soh Sp: te OR > = See eee 2 Sal 
ym Se aie 3 a gs ‘ % ral % ae md ae Es are > Se 3 Se ~ e - i Ee aes ee : . 
oe Pee nS ae ; be : a 2 4 ae Te ae 7 %, oe ; oo es 3 Br Mig ae SR eae Se 
pees Se - 7 “ : 2 ~s 2 i a Cag tet - as pend Be an Slee Begs Sa Ne: 3 Bee Seca Ronee s ee ; 
vy ES ae Bae es es 2, ss ra : ty ' cee a an Ks Soe a ae iss Bs a OE BES ie Bed Sh ty ; Se eee : 
serene. Spinone eS ee ey 1 ai :* 5 eel ; : ces 28 = ER os. Saath Sea Se Sas Se ; 
' oe i ge ae : ee oe a Z cs ican ste : ag 24 } ia aS a * Roe ae eras Se a ee: he, Bee ee ee : : 
B t Si ee Rot eh es ath 4 Se nats oa! 5 a: 5s ca eae & pre S ae Bes ae ‘Ses SRE Ee ten Sikes Steen: i | 
| . é : a - ele ¥6 Pe ae a dh a3 ae a : ese Pane ee Ses ot Sa as ee 
' Be st Rese “ se te vs ees 5 ited ss 4 . & a eh ps uke) ‘ia ss : : 4 th ae ~e : RE SRE x i ee Ses | | 
ice cag goa an eS Sh = “yin areS ts > ee ;, =i spite *, ah : Sen 3 treme RR ~~ 2 ~ 33 So Saas oe = 
Bey Se ges tag a we ike <r at g 7 ee he i aiid ate Sa : ee ie ee An RRR ER Ses - : 
° ee Boe a “3 ae i i ae Pe Ce as ht a ping H Saati a m8 nee hy Boas RRO 4 
n Be Bee w a we 4 q Be on #0 eee See te oe Roe Be ts Ree. f SE ee 
1s ee oe a ae ne ioe Ba tk* ©. it, See: Se sae Cree ee Bree Se ee oe ; 
Bee 5) es Bl ee ae ‘i Fits bie Rati a sy \ eg ec ease 2 ee as Sb a 5 ie te : aS eS fe - 
bs © cers see a oe 7 ta ee ig ea me neg See Bt a, aie AR BS is Se & So SS # BS ee Shak 
n By 86 ee Bae ee e Pees Be Payor — ont Sibi ar as ae 9 a See Sots ees Bet So Fog he RS Bo S33 Nueces : tie | 
i Ps on E ide alia alta i a ee SRS SS ee gage oe ee soto eases Sinan oe Bee | eS t ss 
he Be ei ss ye a Jail : E Spas ate, ee | 2a ene ee % a4 ge Rass aa OS Be is ee ee eae es Sa ; ts 
PRE i pie scr ea nee ie. 3 en, tk q 4 As z 2 i i a “Sci , ME af ahs ee ine a SRG ie fy xo Seats Re SSS a = 
| ee We a ee om = : eet ea eee ia) eat gk ge poe pe as as Ca ee Be eS Seon. sees RN ee ; 
all % Bere a seep Se: She ee es ie er 2 ae, oe ee ee eee ee x Bsc: ee. cae aes ee SBS aes 3} Awa ee See Sees Seas 
at ; ® se Eaoowe a ¥ “ ei aaaie. © Pe aa ee ee aes ee oN Lae sist t Restor sag nS ie ces me ae SRS: ean ae 
‘h om ee ea i: : S a te ae 4 3 ae iol eat. ie Pea ee os a 2. a eo: a } hone eae x iran 8 5 : eee eee : ee = 
e ee. Bem <2 es Sig tg =e a ; ; pe BA Se cs i : ow 5 ay ae ee — See a aca ey $ 3 ae 1 | 
ae | oe ee eh oo . .. 4 : ame eae a -e As ze toe a rake ee ed ees Se a ET S Se eee SSeS id 
‘ | . 4 ¥ - es a Pe ik 4 ae | wis eee sick eked. Seeee & i Se aS See tor } 
0 oe ee ie oe a ’ es Beis ie eS aes vg ie s eee caedaae ge eens ie Same w aes cae Hy 
bs ee a : ; Be neree ERE Sree t a eee te eee URE: Se Eee eee tia 
a ee, . pce See Be Se eae many : 3 an 44 oe disses ce i Berea | pa Sty oe come See : 4) : : ‘ : 
: _ Ao = iat * Ye ea -t. > Be Solara irs: ce a | oh 
| 2 w aed be : ; BS es a a ee ; sett ce ee ie ee EE ee ASE es oes ie t 
a ee oo Bis. Set oo ee oi a Cae if — pa eah 5 4 “aes bees Etat coat ae Fes a 0 ae Bean com = hol EGE 4 ; ; 
of a: — ie Se - Sait hes Tes ; ah hcoa. ae Eee sid eee sd: rine. RR ; Riera Shag 85 : Seo a ‘ 
ie ci Be oe.  * ee a Bee 7 sh ae ‘ oo ae Sere Eee oie Ok peers ae Eee er gece ee al Rs os se : os ‘ : : ; 
a as i ae bea Lae Bt ee "4 tet ain he te raat seats see me a : 3 : ; 
b om ’ eRe * a 7 . i ipe Ctr bf aes ESS y : ce R een : eee oes } Naa. ' 
% SG, i Be ges top, ee e. aes “Sie ‘ , a ee Meee on 5 er rte. Bos: i: Se Hg 4 : eaten sg Cae | A 
, Hea i Se ae faa i i ea ae Se aie ~ i oe a tee ea wo mee Se a Si oe | | | } , 
: . o . es eee Be . - Ab oe fee x mh are ue a seeneyes Milles, «5 ae Sak Pe REED is eae ae Rigs e : Bc 4 ee 4 ’ iy 
he is 5 ae i ee Be oe © : Kshs yor a ee Fea ie ig i2 Seman tat t co RES a 4 Seba, S apaet i Re = 3 wees Bs 4 b 
Or- REN Se ae Be 2 go Bei % ge Se ee Ba ae uae 2 r ae sachet lB a re: ee Joa ‘Ae Seca aa Bae SRS $e ear ses Bs a So SRR ; r 2 } 
\ si », ~O oS mee te eas mee 3° PEN phil Ie 7m, lake ene Fan eat seh i , peta sigeestes ser seats ou ee ees aS ' Fr 
: he — hing ao ee — eae: . eee eatin Pee 8 Be & Sees ee Bk 2s Ros eae hee pee ie : ie 
’ es * : ois 5 are id ie ke So 33 st eee i . ve aa oe kale ve pean ae ae See Saoirse: ‘ Be o9 , ee aS apes Se 7 | 
a % SI ee i Me ; a Pane: . an Bs | Bees “aes : oe thas ai as ss eee ae ae | 
en 2 % egg ae i ig a ae Se 2 inks ’ ¥ Bot oa ae eD Riie 8% 7: Se: “sae aaa 7" 
" he ties eee tie Re oa ee ee Ss oy ai 3 , r Se ia eos ORS ce | Rie SS ea “3 hs | . 
: oe i : e. a a x ae ‘ 2 ae 5 f-; | ee re ee ae Eee ee HSS a, ae | a 
Ss os Ee a us 2 ‘eee ‘ ; es 2 Pe. _ : wn : . | 
ee Pe ce: Rese 5 Sa ee aos “aa % “See a ee: ae ghee Se a Pats oo Ss aa | : 
rus ae as ee be — Be ss ito a sure 
i 3 ee Ste ee a # age Bet ie is si a ae ee: eae ah a ah sre aa wi sedis . 
ge oe ee a Bx 4 ee } es. B Bae ce a . 
ost ae ie Fs ae 2 Be eso oe e = = Pd 3 er i ee ms ae, as oe a ar ina. 7 
. oe ee ae F Be 4 c ; 4 e gee - RR, a ae es eral ‘ - ¥ ied v4 
: ’ S oe ee 4 = Pr a. oe it ce 4 ee i's io geri ee ke oe ° 
fai: oe ae se Fee ie Be S eieaia hese, ag ; > ae et rs oe Ti us : | 
- 2 » ‘ ewes Ge Oe. x —- ia = a” ett ae iss a) Barter: awe aD 
, .. ts i a See 3: : % a Re cay << Fi ee Base prnen 
Bi De 3 Pk ae a er oe pn wnenaaaae a* Sa 2 - , e . ; ~ 
‘ & . . ee ee ae ee 5 wg wc ; Se 4 ag oe ee Hid, i527 oe : we cas a pe Nee "3 ‘ , 
as % pea geo = 5 ae : ‘ane 7 ae ae iad " ena % . Se. See “see a: ee bash ances: Dk jie ae Riese ye Siig See =. 
,; : S | * oy 7 . / ie gs irda a 2 ses page oa nred ge ile. cage te gs aged eg ae ete ae a axe A ¥ ‘ 
kage Ree i Stes 5 eee aC eo i ae es Bae cit 4 bey. p > ly ee om Ree aie ~ A Bae m : 3 i ay iis ae a a es - ‘ 
ie ae (eae Benes Ree ae are a piea eae SOT a F a Pe A z ar ts “a aie" =e ee fee a ae pe a 
? i. oe. Be oo Sea Be ‘ees ee Se gy ey % Grape er ae a ee ote ha Tally wa cmaeted oe Soe 
| 7) , . . i, CR = oars i é ee Ce. ero: i wc ae ie cae ae i case == ees Me gee oS aga 
Be a eae sae si ae tere are Speen Rs Lae cage Boe Sa eS ae ee 7 co > e ie eee PP : Stites, Bibles 3 Pa a ‘ 
ak sf ee ee ee te a pe a coe ae ae ge. 4 Gate ‘E i. ee ae , i S . ’ < . | wee 
. . dd a FY aes ae + ees Os ae thee Py eae ee nese iy o os Bei ie fas ce er ee ae e 
pees sonny se 2 pes Se he sear heh soe Fen GSAS ree oe of aoe So ae e : . ' 
m 2s Ss a be ae ge ee Ba Se ae re: eee pees ee ae : | S | } = } 
not Le a tee Fé ‘ arnee a. Be aE eae St tee ees bo oes . ‘ Bic Rc eo as % wen q Sins lad — wi 
ee Bence ee a ee Bee oo es pees eae a ae ; foe ae fe pe ae —te ~ Me ) " : : | | 
‘ui ree se a Tas Si. pee a ee nd esi 2 oS a ee eS. Re pan oe ae as eee aa ~ | = ‘ i . 3 
Bac: rea # Ras ea gee ae Re “ aaa ak eas ey emer. = oe ' | : ; i 
it fee ee eee 2 1. ee ee hee e pe ee a = “ . = | 7 
Ss See ee tee ae Bos cue Bah > een : Saeeee ae ae iy ; ‘ os | | 
st a. ee ee a Ra Be Sarees ee a 4 oS . EES Ree ae Oe wae ee a Baas ae " ee ee ? an, ee “ 5 3 Cte arse ) be a. 
oe 3 ae Ara ene le © ee BORE eos se RS es cet eS ay ae . | k 3 
0 oS ee Bes sk ee eS Bs sie cide OR ee py ee ip ai " r ) > | 
o 2 eee i 2 eee eer: e Hees pee Be Poon at ee ene Se eo ces ee : f — cg | | } : : | | 
| y ul ts ¥ bias ™ vied a: eo Re ie eae se F aaa sais) mn ee oe Ree tveey : % i song ee igs: 4 
| | 7 ; | t ‘ af — i eee SS igen ee 3 Be ie hoe ree eam pas SREP ME “~ * ¢ Ne: “ Sie ste a ee ‘ 
; , a | = . oe Bk Sind as Se bghatee Sine ater | tee cues ee ER sige a 
os | ea ee ee es aeton ee ea. ae SNA ae = Pe i vs a i ~ : : 3 
oO a note 4 ie de ee cong Oe oe a pes our oe a Sao ase Pe aes eee RORY > + at 2 pi an Ne fate a: ‘gatas = 3 ais - aS > nen ipa * . a 
eae aes: Bi 328 aN, sie Foe Soi ae Os en PERN ANS a fae Rate ss ee gee C 1 s\ ‘ ay j : 7 
; e a ih aa ee Sos ag: eae oe ee Bh aes 3 Sr ae ese Re Sieode ae 2 ae ae 2 ee Baas <ig Ske eg 5S eats . ‘ ee a 
gs Be Ee an 2 PUR gi Bs i Bo pitt Sc ee Ogee SS eee ty Fi a Ry, see otie y © Se es ae eee a a a soe rt << aes: Peg se : 
by, , : e ~4 as _ } Sree ee ee ts ts Be Ree om oie bel te *& eS Pee oe BA fo sie oe ae 2 sr ee ae : ia 
Bs oe rely 5 ‘See —— ee Be 5 oe 3 sats rit BI Be cer BOE oe ig q ‘ a * A at ras : “ \ as , : : 
aka RE ihe eb et tie ese oe ee Pa tai ee a as sh tele ee it Pe, ogee Be ay ioe See a see, er Ba 2 ie ae — = = i e : a 
ng, es ow fae Bh » > ies i Tai Bet ae ak Be econ eco: paste Me Bi bs age mee: ‘te ‘ Sc Oe a ch Re: ” ee ea ore el -# : : SS 
. ee ches et ey oibhie mee She pm Bes ee Seage ee arte notes Me he ae " te ne Pe eg MBE se 7 xh OG, Gee ey @ fees: oar ee Sf tae We ohne oy eae 2 ie Ni ei ta ae es 
. 44 : & << = eee ec, pe sa : an ats Roe ee | SS is : ee - ae ae es es ‘ MS a nt i aa 
del Ee Bae ioe ay “age . Saag Bae ET CDT Re Se He fs ee Figs 7 ce kee cee Re eae Baise ae Be ee: % ieee Fea oe ae 9: ae oii % m “e ‘ cs ym = 
o% C" - 4 oe - ee ee: a Se ke es a5 eat e eee ip Bee «Se bee eee oe npn eae “Ss ipa : tig Baal |. 
ex : Pay a RNa ve ge ARS is te, cy. 4 sa Pa ae Fa ee eae: sag sis aa ee eee nda eae . Be ae | ae <n w ee ‘ i, s Ms ba | 3 = : , 
o iS erp ae ie ae oniieetse sa ae si Pas. Ee pias ce a ae eae ate BS atid Gare tae a ~ ae a es Shae eS oe “—% cf 2 ‘a 2 ~ 7" 
fi ae Tag age Bho ye CR Ne pee Caren onte ae ese Bia eee ae espe ik wns ae Lei ae 264 Oe 5 ee Pr a s, ihe - 2 . ) 
a ei peter pate Saecy Re ae Se saat BS Sy eee ee ke sya aes Bes ea, Bick as Se Beye ts 4 5 Eg re Se etiee $e ah ee oa aia ~ , a: : ' - 
pe BE ci sie oe oe * ae rR, Eos CR = See ge ee x ie GRE ay ss ‘ Bare 2 veges, 3S , x cee 4 oa Spi z . 4 ‘ees 
3... a oe ge comme eure pe epee Baa pag a RS Fos Sara i Haat eee ee ee Ce ree ee . ¥ ( a 
‘ - ; : : ‘ " % a “4 s on — a a ae A ee Meee se Facto Laat Arai 2 See Te fe 4 Se aad oe ee. Bee ters 5 * 
, 2 . ei : ae * aes. Pe ae Has cated S eae roe ae eae pc ea ar BS aa Sie bh. ie ges Ae <5 ee Eee 
on ae ee 7 oo Bo a BE One Gs bo ee “2 eats i Kee ae Pose = a : 
Bien : BES SR eee Bee Sse aie ieee es ie Cee ae Se ee Sy ite eae is a = i. ~ 2 , : 
Brenna mo a Spas, OES: eee eae CY BS ti: i ee Seas Se Oe pS Soe pet, ee ae Ss Re se hoe eet Sees WNC ag seek J 
per Ree ae ee Ree So ; he Se Sok ree eae ere as bf ea ties cali &: IIR NON pe eee Rue eC tee eee ies ica a a - 
ci iii wait” i: Sec ae eke casa’ a i Saas Ee *: es ae sae ame See ce eek: ae pee “4 3 sae 
ns. . ee “ See RO caee Bs ee os Ke, ® SNe Sears _ Se Be : er & a ‘ . Se " 4 | 
Sa cae Re A Ae, Sie Stes ae emcee eS Cosas ate ee ee Spates ae ee ta : m= aa Be cae — 2a See e : 
’ ‘ Seas oe ose ties age aediee sersce ae ee SRS Sea Cae Ps. ead —e ™ es _ | 
ey sree re ee a cae ee ee. Rs . - a 
: a 3 ae 28 £oR: Be i my * es — eo cs ee Fe . ae te Bes. Be oe i "3 nae sta oo ea ae a a 3 
‘ida Ria a Hee sa zs Te Me Sie Fee ee is. Soo ero, oe nig - 
: | = oe Le gem Rapes ae dia che seccae as ee By rarest a : z re 
| ie a es = — nes ee: glee ot cers OE ges BS es ae sips pee e - 
- aad re E * soa Peas eS he ee Gs ei eae hss en a9 ae eS eS z SEES Ao = e ; a nied | | 
_ ‘ es oe. see ee a eee Se : a iy eS Shia male ies i Sy ae aa | 
PR a Oe ie ge om et Ses GNIS tp Ses hig, Oe AS Weer ae Pg ea . 
ur- < se ge ea Bais Sse i er nce sn ae wey ie ee oe “4 a é ne é : 
= ia Se. ~~ a SO one Tse gee: 3 oe ae a pe 7 
RS ag Bie eae ere Oy Be bh guar OS mE x “ 
7 | on -% se *% i eater ZR. <3 . rca ae OR a ey eis 
aca Ss 5 SO he ge Pe tyne He aca wa pmavine ee Se eee ee 
KS Ro ap eae 3 Eee mae RIES ee ‘a 
ex- as ll a 4 8S Sel ne 
Sao: : ee “ . ae ian sy | - 
ym- o~ i: rae i Sa | 
: ' 
ae. *y ~s 7 | Cig 
a ee : 
> en & 
a 
4 
Fa mc 
tion | 
ae 
1 ee sty 
aa my oe 
‘ bad 
. 
: 
‘ 
a 
ie 
ane 
erly 
1G 
I. 
| at 
Re 
de- Te an 
faa a 
N 
= 
B.'s 
Be 
charge at” 
Bos | 
| PA les = 7 
ead 
rt | 
yere ee | 
ve- oe 
" ie y st : 
= 
een 
| = 
J» | 
— 
a ‘" 
+e 
, 1s | 
a 
| a ‘ 
Bea’ 
: ™ 
7 : 
Rs : : 
i 
7 
ous 
- i 
r 
. 


Sgn mensions 


~ 


. You can 


products in the magazine acknowledged 
the biggest success 


Hutchins Names Dalton 


R. M. Dalton, formerly with 
McKim Advertising Ltd., has been 
appointed assistant account ex- 
ecutive and manager of the media 
department of Hutchins Advertis- 
ing Company of Canada, Toronto. 


Appoints Louise Ludke 
Louise Ludke, formerly director 
of production and media of Barton 
A. Stebbins, Advertising, Los 
Angeles, has been appointed pro- 
duction manager of Glasser- 
Gailey, Inc., Los Angeles. 


Moves Sales Office ° 


Display Corporation, Milwau- 
kee, has moved its New York sales 
office to 521 Fifth Ave. 


APPLE KING 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes .. . 
make impressive holiday gifts for clients, 
friends and family. Free folder explains all. 


hey 
business associates, 
Price: $2.95 and up! 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


Martin Increases 
Promotion for 
New Transports 


BaLtmmoreE—The Glenn L. Mar- 
tin Company, as part of a current 
campaign to build additional traf- 
fic for the airlines, is using addi- 
tional promotion to introduce its 
Martin 2-0-2 twin-engine trans- 
ports on Northwest Airlines. 

On Oct. 23, Martin 2-0-2’s be- 
gan flying Northwest Airlines’ 
Minneapolis to Chicago route and 
at the same time the company 
placed spot announcements on 26 
stations along the route, scheduled 
800-line advertisements in news- 
papers in those cities and erected 
outdoor posters at major airports 
on the line. 

This advertising, placed through 
VanSant, Dugdale & Co., Balti- 
more, ties in with the theme of 
Martin’s publication promotion, 
“The Airlines Gain You Time, 
Time, Time.” 

Earlier this 


year Martin 


launched an extensive advertising 
|program which includes four- 
‘color page advertisements in Air- 
lanes, Collier’s, Flying, Holiday, 
National Geographic, Newsweek, 
Pathfinder, The Saturday Evening 
Post, Skyways, The New Yorker 
and Time. In addition, two-color 
page ads appear in Business 
Week, Fortune, Nation’s Business 
and U. S. News. 


Shows New Display 


Ohio Advertising Display Com- 
pany, Cincinnati, manufacturer of 
a new “miniature spectacular” 
neon sign that gives motion with- 
out the use of motors or any mov- 
ing parts, is exhibiting the device 
at the McAlpin Hotel, New York. 
The illusion of motion is achieved 
through the use of specially built 
neon tubes. 


Joins Dearborn Motors 

Joseph B. Legler, formerly Gen- 
eral Motors and Nash-Kelvinator 
service and sales executive, has 
been appointed national service 
manager of Dearborn Motors Cor- 
poration, Detroit. 


conducted monthly by the TOLEDO BLADE 


A BROADER SCOPE on grocery 
market studies is provided in the 
TOLEDO MONTHLY GROCERY 
INVENTORY—penetrating not 
only Metropolitan Toledo, but a 
comprehensive cross-section of 
the Blade’s unique retail trading 


area as well! 


Following the progressive 
sampling method and other prin- 
ciples set forth by the Bureau of 
Advertising of the A.N.P.A., The 
Blade has tested this market area 
since January of this year, developing 
a stabilized and adequate panel of rep- 
resentative grocery stores located not © 


Shs is Toledo 


...and an Announcement of the Trading Area 


GROCERY INVENTORY 


7 
i - 


only in Metropolitan Toledo but also in the 
surrounding trading area of Northwestern 
Ohio and Southern Michigan. 

With data produced by this extensive 
research, a completely reliable and con- 


tinuous statistical picture of grocery sales 


and distribution is NOW possible in one 
market which embraces 555 diversified 


industries, PLUS 


an agricultural belt of 


Ohio’s richest and most productive farm- 
lands—truly a complete survey of grocery 
product movements. 

Manufacturers, Advertising Agencies and 
similar organizations concerned can antici- 
pate initial release of ““Monthly Movement 
Reports” in January, 1948. 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY MOLONEY, REGAN AND SCHMITT, INC. 


THE GROCERY INVENTORY 


COVERS 


470 items representing 
297 brands—in these 
41 grocery classifications 


Baby Food 
Baking Powder Fleer, 
Baked Beans 

Flour, 


Canned Milk, Evaporated 
Canned Meat 

Canned Peaches 

Canned Soup 

Catsup 

Cereal, Cold 

Cereal, Hot 

Cleaning, Bleaching liquid 
Cleanser, All purpose 
Cocoa 

Coffee 


Coffee, Soluble 
Prune 


Salt 


Toilet 


Waxes 


MEMBER OF AMERICAN NEWSPAPER ADVERTISING NETWORK 


Cooking Oil 
Desserts, Puddings 
Dog Food, Biscuit 
Dog Food, Canned 
Dog Food, Meal 


Food Beverages 
Gelatin 

Grapefruit Juice 
Laundry Bars 
Macaroni; Noodles 
Meat Sauce 
Miscellaneous Cleaning Aids 
Mustard 

Packaged Soap 
Packaged Tea 
Peanut Butter 


Shortening 
Soup Mixes 
Tea Balls 


Tomato Juice 


All purpose 
Prepared 


Juice 


Soap 


AT A LOW PRICE | 
ait CAM AFFORD & 


MOTOROLA VIDEO—Full-page news. 
paper ads in Chicago last week intro. 
duced the new television receivers pro. 
duced by Motorola, Inc. Featured js 
the new $179.95 video set which in- 
corporates three-control tuning. 


Motorola Opens 
Drive for $179 
Television Set 


Cuitcaco — Motorola, Inc., last 
week opened its campaign for a 
new low-price television set with 
full-page ads in the Chicago Trib- 
une and Herald-American. 

The new set, now in production, 
retails for $179.95. Improved en- 
gineering developments make pos- 
sible the low price and simplified 
video tuning arrangement (three 
controls). 

arlv this month, additional 
pages will appear in the Chicago 
Daily News and Sun-Times. Ad- 
vertising will be extended to other 
video markets throughout the 
country as production is stepped 
up. Final plans for the 1948 drive 
have not yet been completed, how- 
ever. 

The new table model video set 
is available in walnut, blonde or 
mahogany cabinets, weighs 264 
pounds, has 15 tubes and a seven- 
inch cathode ray picture tube. The 
set is adjustable to any of the 13 
channels available for television 
broadcasting. 

In addition to boosting the low 
price set, the newspaper copy also 
plugs Motorola’s $495 combination 
AM-FM-video console model with 
a 10-inch picture tube and “Top- 
Vue” tuning for the radio circuits. 

Distributor and dealer co-op ads 
are planned to tie in with the fac- 
tory advertising, through Gour- 
fain-Cobb Advertising Agency 
here. 


Plugs Sheets for Xmas 


Pepperell Mfg. Company, Bos- 
ton, is planning a pre-Christmas 
campaign for Pepperell sheets, us- 
ing black-and-white and_  full- 
color ads in 12 national magazines. 
The first ad appears in the De- 
cember issue of Bride’s Magazine. 
Other magazines to be used are: 
|Better Homes & Gardens, Farm 
Journal, House Beautiful, House & 
Garden, Ladies’ Home Journal, 
Life, Look, McCall’s, Newsweek. 
The New Yorker and Todav’s 
Woman. 


GM Donates Ad Space 


General Mills, Minneapolis, has 
donated back covers of several 
trade publications to the Adver- 
tising Council campaigns on stu- 
dent nurse recruitment, commun- 
ity chest and the crisis in educa- 
tion programs. This space is 'D 
|addition to GM’s regularly sched- 
‘uled support through radio mes- 
| sages carried under the counc!'s 
radio allocation plan. The pu»- 
|lications being used are Commer- 
cial West, Modern Miller, Nort''- 
western Miller and Southwestern 
Miller. 


Joins Brewers’ Best 


Eric H. Edstrand, formerly w'' 
Adam Scheidt Brewing Compa!) 
and Jos. Schlitz Brewing Com- 
pany, has joined Brewers’ Bes! 
Associates, New York, as _ vice- 
president in charge of sales pro- 
motion. 
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Ads Boost Price 
of Cars 13 Times 
in Black Market 


IsTANBUL — American automo- 
piles are bringing as much as 13 
times their- original price in the 
Turkish black market, as a result 
of ad campaigns of American 
manufacturers in the 
press —and roads in Turkey are 
almost non-existent. 

By contrast, the less heavily 
advertised British cars are selling 
for less than double the controlled 
price. The heavy influx of Ameri- 
can goods and methods—and ad- 
vertising—since the war often is 
cited as the cause of extensive 
changes in the conduct of Turkish 
business since the war. 

Prior to 1939, Turkish advertis- 
ing was confined largely to Ger- 
man and American pharmaceu- 
ticals, toilet articles, radios, tires 
and motion pictures. Little plan- 
ning of advertising drives was evi- 
dent, and most ads carried bold 
statements that the particular 
product advertised was best. 

There was only one agency, 
Ilancilik, at the time, and it re- 
mains the only large organization 
which plans campaigns and buys 
space. Several smaller groups 
have sprung up since the war, 
however, which offer art services. 


80% Still literate 


Although Turkey has made vast 
progress since the foundation of 
the republic by Ataturk, some 80% 
of the population is still illiterate. 
Further difficulties are presented 
to prospective advertisers since 
newspapers are quite secretive 
about their circulations. 

Istanbul continues as the news- 
paper center. About 12 newspa- 
pers are being used profitably by 
advertisers, the two most impor- 
tant being Cumhuriyet and Vatan, 
with circulations around 40,000. 
Ankara, the capital, has two pa- 
pers and Ismir has four. In ad- 
dition, there are nine foreign lan- 
guage papers in the country. 
Three, Journal d’Orient, La Re- 


TEXTILE BRAND BUILDING BEGINS IN THE TRADE 


Turkish |" 


publique, and Istanbul, are in 
French, and the remainder are in | 
Greek or Armenian. 
The four weekly newspapers | 
which advertisers consider are | 
Yedi Gun, Karikatur, Saka and | 
Gugak. In addition, a recently 
founded women’s weekly, Kadin, | 
is making headway. 
Because commissions vary be- | 
tween 10 and 15%, the Ilancilik | 
agency works on a combination | 
fee and commission basis. Clients 
receive a detailed account, to’ 
which 5% is added. 


Enters Gift Business 


George Weber, Seattle head of 
Mac Wilkins, Cole & Weber, has 
entered the gift package business 
with a 10-pound box of quality 
holly, grown in the Pacific North- 
west. The package carries the) 
Weber brand name, Hollyhaven, | 
and is backed with direct mail 
promotion and advertising in na- 
onal magazines. The package is | 
shipped direct to customers any- | 
where in the country. 


Increases Circulation 


Outdoor Life will boost its | 
circulation to 625,000 (currently | 
29,000) effective with its January 
‘ssue. Display advertising rates | 
Will not be increased and the| 
Magazine “assures advertisers of | 
no hange in rate for 1948.” The) 
Publication says cost-per-thou- | 
sand will be decreased 9%, a sav- 
‘ng made possible by new press 
*qluipment ordered before the war. 


Adam Drops ‘Big Break’ 


Adam Hat Stores’ “Big Break” 
80¢s off the airways after its Dec. 
‘ broadeast over NBC. Its choice 
‘Pot—Sunday, 10:30 p.m., EST— 
dy be taken ,over by another | 
"tow Company client, Philip Mor- 
"is & Co., for the new Horace 
Heidt show. 


LIKE A HONEYMOON 


Textile advertisers with “plush” appropriations can 
possibly force the trade to accept their brand 
through consumer advertising alone. But textile ad- 
vertisers who must make every dollar count can win 
and maintain brand acceptance only with a balanced 


program that includes trade press advertising. 


Why? Because a textile brand campaign is built on 
a flimsy structure unless the retailer is sold; unless 
the branded merchandise is already in the retail 
store, fully identified. 


Daity News Recorp—the national daily business 
newspaper of the textile-apparel industry —offers a 
four-point brand building program: (1) it promotes 


distribution of your branded merchandise from pro- 


DAILY NEWS RECORD 


DAILY BUSINESS NEWSPAPER OF THE TEXTILE, DOMESTICS, MEN’S AND BOYS’ WEAR 


WITHOUT “HONEY” 


ducer-to-retailer; (2) it keeps alive trade-wide brand 
acceptance; (3) it stimulates the use of your point- 
of-sale brand advertising material; (4) it circulates 
your sales training information to the people you 


wish to reach. 


That’s why Datty News Recorp is the foundation 
of successful brand advertising campaigns for tex- 


tiles, domestics, men’s and boys’ wear. 


Daily News Record, 8 E. 13th St., New York 3, N.Y. 
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. am tising of Sou’wester custom-built 
Sl Two N a Hare Agency sailboats, made by Henry R. ~ 
Hare Advertising, Boston, has| Hinckley & Co., Southwest Har- ') GAIN AND LOSS PERCENTAGES ~ 52 CITIES 
; boat kit, produced and distributed a — 
,» Cohasset, : SAM | 
NOW OVER ~ Si asaatea Company, Cohass momen Testa ~ = = x = = 
9O000\ ja acawtorn | (=| | ET 
. GENERAL 0 | 2361 - 
’ Jacob Appoints Cowan rE naeaene olin SON AES 
: CIRCULATION ‘current avenaces H. P. Cowan Importers Ltd., To- PMANCAL......| =346 — | | | 
a MMU SUIT AIR ouidony | ronto, has been appointed to rep- rome, CuRAY | 16.2 eo 
r resent W. & R. Jacob Ltd., British CLASSIFIED ............ | 606 oon | 
St. FJoseph Ouzette biscuit manufacturer. TOTAL ADVERTISING .| 13.7 
*% DEPARTMENT STORES 1.3 | | 
ACCUMULATIVE 
JAN, |=SEPT.30, 1947-1944 LOSS GAIN 
CLASSIFICATION coe 10 20 30 40 50 
} DISTRIBUTION OUTLET alas ty 
A We Do the Labor Operation Necessary to Your Direct Mail Advertising en Sa a 
Addressing — Folding — Stuffing — Mailing AINANCIAL... } “1064 } 
‘ Magazine and Radio Information Requests Given Same Day Mailing eae a [ 
Hand Addressing — Christmas Cards A Specialty TOTAL ADVERTISING | 15.4 pe | 
. Addressograph Lists Stored and Maintained — ee . 


PHONE 488 


For Rental a Guaranteed Mailing List on Addressograph Plates in the 
Richest Agricultural District in Illinois 


SIETS D. 


KUNKEL BUILDING 


KAMP 


WATSEKA, ILLINOIS 


SEPTEMBER NEWSPAPER LINAGE—In Media Records’ measurement of news- 

papers in 52 cities, the automotive classification maintained its lead with an 

increase of 55.6% over September, 1946. Total advertising increased 13.7%. 

In the nine-month period, Jan. 1-Sept. 30, automotive was 72.5% ahead of the 
1946 record, and total advertising gained 15.4%. 


BRI) Reaches © 


in jtaly | eto = 


*Detroit 


Largest Weekday Edition of 


The Detroit News in 17 Years! 


0. Thursday, November 6, 1947, and again on November 13, 


The Detroit News was 80 pages thick . . . almost as large as both other Detroit 


papers combined! These were not special editions . . . they contained 


no special sections, nothing but the usual amount of 


editorial and the largest volume of advertising published in any one 


daily issue since April, 1930. Yet that 80-page edition could 
easily have been stretched to 88 pages if all the advertising -— 


submitted to The News for insertion could have been given space. 


This marked preference for The News in Detroit offers conclusive evidence 


of its effectiveness year after year. The News has the largest 


trading area circulation of any Detroit paper, and 75% of it 


is home-delivered! The News reaches 65% of Detroit’s car owners, 


64% of the home owners, 63% of the total income! * 


Through The Detroit News alone, you can effectively and economically reach the 


buying power of this great multi-billion dollar market! 


News Third Quinquennial Survey. 


National Representatives: Dan A. Carroll, 110 E. 42nd St., New York 17—The John E. Lutz Co., Tribune Tower, Chicago 11 


Owners and Operators of Radio Stations WWJ, WWJ-FM, WWI-TV 


dvertising 


Radio Industry 
Plans Meetings 
for Servicemen 


PHILADELPHIA—The Radio Parts 
Industry coordinating committee is 
conducting a teaser campaign via 
direct mail to drum up attendance 
for the three-day “town meeting” 
of electronic technicians scheduled 
to open here Jan. 11. 

The purpose of the meeting is 
to provide radio technicians in 
the Philadelphia area with the 
latest electronic technical infor- 
mation and expert advice on 
various phases of small business 
management. Most of the tech- 
nicians for whom the program is 
designed work for others or oper- 
ate shops with from one to 10 
employes. 

The town meeting is a “guinea 
pig” operation designed to reach 
the servicemen upon whose efii- 
ciency the success of the radio 
and electronic industries is so 
vitally dependent. 


Ehle Explains Purpose 


At a special meeting here re- 
cently, Harry A. Ehle, chairman 
of the coordinating committee’s 
sub-committee on radio techni- 
cians, and in charge of the Phila- 
delphia program, outlined objec- 
tives of the meeting. 

The program, he said, will allow 
no promotion of brand names and 
all merchandising will be taboo 
during the town meeting sessions. 
Only exhibits from within the in- 
dustry will be those of test equip- 
ment makers to be displayed as 
matters of technical information 
—without sales effort. 

In addition to technical infor- 
mation, attendants at the meetings 
will be given advice on prac- 
tical business operation, with em- 
phasis on sound -merchandising, 
sales and advertising techniques. 
Help with inventory, methods of 
financing and other details in- 
volved in the success of a small 
business also will be offered by 
experts. 


Other Meetings Likely 


The program, Mr. Ehle pointed 
out, is being built on the basis 
of questionnaires circulated to 
technicians in this district, to be 
followed up by questionnaires in 
three other areas: Salisbury, Md., 
as a typical small town; Rochester, 
N. Y., and Boston. Questionnaires 
already received have shown the 
greatest interest in the following 
subjects: Technical information, 
advertising, computing charges, 
profitable servicing methods, pur- 
chasing and budgets. 

The show here is expected to 
be the forerunner of a _ series 
across the country. If the town 
meeting is successful, the coordi- 
nating committee expects to set 
up such sessions on a yearly basis 
aationally. 

H. W. Clough, Chicago, national 
committee chairman, heads the 
andertaking, a joint project of the 
Radio Manufacturers Association, 
Sales Managers Club, National 
Zlectronic Distributors Associa- 
tion, Electronics Parts and Equip- 
nent Manufacturers and _ other 
groups. 


Age, December 1, 1947 


To N oyes & Sproul 


Noyes & Sproul, New York, has 
been appointed to handle the ad- 
vertising of the dental division of 
Johnson & Johnson, New Bruns- 
wick, N. J. The agency has been 
handling the hospital and profes- 
sional divisions. Jennie Gregory, 
formerly with Hoffman-La Roche, 
Inc., has joined Noyes & Sprou!’s 
plan and copy staff specializing in 
ethical medical advertising. 


De Lisser Appointed 
The Evening Independent, S'. 


Petersburg, Fla., has appointed 
| De Lisser, Inc., New York, as its 
national advertising representa- 
' tive. 
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Goodrich Ad Chief 
Tells Methods for 
Reducing Expenses 


Firm Uses Small 
Dailies, Horizontal 
Publications 


formula for reducing advertising 
costs is to make advertising more 
interesting, for it must be read if 
it is to produce action,” Frank T. 
Tucker, director of advertising for 
the B. F. Goodrich Company, told 
the Cincinnati Advertisers’ Club 
recently. 

Speaking on “Formulas for Re- 
ducing Advertising Costs,” Mr. 
Tucker described the methods by 
which Goodrich has reduced ad 
costs without minimizing the ef- 
fectiveness of its advertising. 


“We try,” Mr. Tucker contin- | 


ued, “to reduce our advertising 
costs by making our copy sell not 
only the product advertised, but 
also the good reputation of the 
manufacturer. When you make 
some 30,000 different products, it 
is just not possible to advertise all 
of them, so we try to make each 
advertisement do its part in build- 
ing a reputation for the company. 

“One of the quickest ways to 
make important cost reductions,” 
Mr. Tucker declared, is to reduce 
the number of magazines. ‘Re- 
search has shown us the economy 
of using a few horizontal publica- 
tions instead of many vertical 
publications in the many fields 
where rubber is used, although we 
try to keep in mind the value of 
repetition when we jump on dupli- 
cation.” 


Saves With Black and White 


Citing the importance of posi- 
tion in getting most observation 
per dollar, Mr. Tucker explained 
that Goodrich uses the page oppo- 
site the second cover not only for 
better readership, but because 
most large magazines do not carry 
color in that position “and that 
automatically saves the cost of 
color plates.” 

Research shows, he continued, 
“that we can get about the same 
readership with a 300-line ad in 
a small city newspaper as we can 
with a 500-line advertisement in 
a large city newspaper, so we fol- 
low the formula of running 
smaller ads in the smaller city 
newspapers.” 

With repeated emphasis on the 
lessons which Goodrich has 
learned from the Continuing 
Studies of Newspaper Readership, 
Mr. Tucker declared that since ads 
with photographs appear to draw 
more readers, the company saves 
money through use of inexpensive 
photos rather than the more ex- 
pensive drawings: In addition, 
since one major dramatic illustra- 
tion gets more reader impressions 
than ads with several pictures, it 
is in many cases possible to save 
money here, he said. 


‘Changing Theme Is Wasteful’ 


“One of the greatest wastes in 
advertising,” Mr. Tucker asserted, 
“Is changing the copy theme or 
the advertising format before the 


public has really had a chance to | 
se! acquainted with it and to rec- | 


ognize it easily.” 
Since the Goodrich format has 
become so well established in the 


l4 years since the inauguration of | 


its development campaign, “we 
have not had a layout for one of 
the ads in one of our series for 
Many, many years,” he said, with 
‘Mpressive savings. 

‘In the reproduction of our ad- 
vertising material,” Mr. Tucker 


/mulas for reducing costs. Sub-|out the country can use business} it decreases rather than increases | 
| Stantial art savings can be made reply permit No. 1,000 on mail- | advertising costs to go to retailers 
if we give our artists complete in- ings from a central point (where | with detailed promotion calendars, | FRANKLIN 6343 
struction on every job and if we|the reply card 
guide the artists along lines of turned to a local branch) with but| tion manuals 


is to be re-| window and store display instruc- 


: , F showing fixtures, 
‘economy. Simple line drawings | one $10 permit for the main office.|newspaper ads, direct mail and 


may be just as good for our pur- | “It is not necessary,” he said, “to | even floor plans. 


| “And we make substantial sav-| form. 


' 


tions. Cartoons may be just as| “Authors’ alterations,” said Mr. | certain advertising costs when do-| G 
good as more elaborate art. We) Tucker, “are wasteful operations,” |ing so results in increasing other o1Oo N 
'try to avoid combination plates, ,and Goodrich discourages them | advertising or over-all distribution | pr 

hand lettering, complicated type | almost to the point of eliminating | costs. The best way to reduce ad 
setups and close registers. them, once copy has passed dummy | costs is to make advertising more | 
| effective in producing a sales vol- | 
|ings,” he continued, “by hardly| Local cooperative advertising| ume which will keep us on the | 
/ever retouching photographs. On also, he said, “in spite of its evils 
CINCINNATI — “The number one | engravings, we try to use square | offers an opportunity for adver 


pose as more expensive illustra- | buy a $10 permit for each dealer.”| “Let us not, however, reduce | yasalt 


,| right side of those new and ter-| 
-/rifically high break-even points | 
halftones unless silhouettes or tising cost reduction. And a lot| that face American business to- 
vignettes are absolutely necessary. | of money can be saved, by not | day.” 
We try to plan our jobs to fit the making certain window displays, | 
printing equipment that will be|on-the-glass trims and cut-outs 
used, and we always ask: ‘Is this| that we couldn’t find a place to! 
booklet or folder necessary?’ ” use in our retail stores, unless we | The 18th general conference of q 

Mr. Tucker explained that busi-| used them to hide the merchan-| 
nesses which operate many|dise we are trying to show and 
branches or retail stores through- | sell. We believe,” he said, “that | Dec. 1-2. 


Sets Trade Group Meet 


the Pacific Northwest Trade As- 
sociation will be held at the Hotel 
|'Davenport, Spokane, Wash., 


11-17 S. DESPLAINES 
CHICAGO 


—> 


WY 
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The dark, normally deserted streets of 
the business district were dense with a 
strange holiday traffic... slow moving 
streams of expectant people that poured 
into the wide intersection where Lotta’s 
Fountain stands, eventually choked the 
three converging thoroughfares for blocks 
back with a high spirited exuberant crowd. 

As the slim, rose cloaked 
figure appeared on the wooden 
platform before the oldChronicle 
office, a hush settled over the 
swarmed streets ... Shortly, her 
first notes carried sweet and clear 
through the night air. . .Under 
the glittering stars andthe flickering arc 
lights, that Christmas Eve of 1910, the 
world’s finest coloratura soprano sang the 
well-loved traditional songs, obliged 
with encore after encore...as a tribute to 
San Francisco. And more than a hundred 
thousand San Franciscans stood, listened, 
cheered, wept, and sang... in tribute to 


Luisa Tetrazzini. 


declared, “there are many for- | 


an |» 


Where Tetrazzini sang... 


Rival managers by some mischance had 
arranged two Christmas Eve appearances 
East and West, demanded that the diva 
choose... The temperamental Tetrazzini 
evaded the dilemma. “I will sing in San 
Francisco if I have to sing in the streets,” 
she exclaimed. “I want to do this because 
I like San Francisco better than any 
other city in the world... It 
is my country!” 

Singing in the streets seems 
natural in San Francisco... 
which in 1827 had its first 
orchestra of thirteen Indians 
trained at the Mission... today 
has the first city-owned opera house, the 
only city charter allotting one-half cent in 
the tax rate each year for symphony music. 
And this season sent the San Francisco 
Symphony Orchestra, directed by “Papa” 
Pierre Monteux, on the most extensive 
itinerary of a major orchestra...a triumphal 
tour of 55 concerts in 56 days, terminating 
with a gay official Symphony Week. 


T 111s season,too, San Francisco ranged 
from the premiere of fiendishly challenging 
Sessions’ “Symphony No. 2”... to Ge Iden 
Gate Park band concerts, swing and sweet 


name orchestras, folk music of Mexico, 


the Latin South, Cuba, the Islands, Ballet 
Russe, and Chinatown’s Dragon Dance! 


Participants as well as passive listeners, 
San Franciscans helped in the last Census 
year to make California sales in musical 
instrument stores the highest in the U. S., 
exceeding even New York and Illinois! 


A portent market, San Francisco 
has a potent medium in The Chronicle. 
Home-owned, home-edited, The 
Chronicle carries the best presentation 
of general news West of New York... 
is “must” reading for the middle-incomed 
as well as the hilltop home in the city, for 
the substantial suburbanite .. . 
Mainstay of major department stores, 
the first choice of better specialty shops 
... The Chronicle moves mink coats or 
small housewares, broccoli and baked 
beans, toothpaste, cereals, soups, soaps— 
sells successfully everything for everyday 
living in every price bracket. 
Importantmediumina most important 
market, the Chronicle merits important 
consideration on any national schedule. 
For important data on the market, call 


any Chronicle representative ! 


San Francisco Chronicle 


SAWYER, Fercuson, WALKER Co., National Representatives, 
New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles 
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: a No-W aste Advertising 


Don't Follow 


Fairfax Cone Blasts 
»- Blind Acceptance of 
~ Charted Ad Paths 


Prices in advertising may be too 
high, but I’m not so sure. I think 
' most prices today are the result of 
necessity. Besides, advertising 
*® costs have gone up less than any 
‘other costs of doing business— 
with the possible exception of the 
cost of light and water. 
Anyway, I am interested, not in 
' what we are paying for advertis- 
ing and advertising materials, but 
in what we're getting out of them 
»’—in what we're getting out for 
©) what we all are putting in. 
‘| iy ee: 
f I suppose there are a number of 
» ways to approach this. 


a 


the Leader 


But I would like to take off 
from a point that was made at a 
dinner at the Museum of Science 
and Industry in Chicago, at the 
opening of the General Motors 
Motorama. 

Charles Kettering was talking. 

And he told this story: 

Mr. Kettering lived in Dayton 
for many years and literally com- 
muted to Detroit—by automobile. 

One day when he was in Detroit 
a friend asked him how long it 
took him to drive to Dayton. 

“About 4% hours,’ said Mr. 
Kettering. 

“Impossible,” said his friend— 
and he wanted to argue about it. 

“No,” said Mr. Kettering, “ride 
over to Dayton with me next Fri- 
day and I’ll show you.” 

The skeptic accepted. 


And on Friday they started off | 
as scheduled at about noon. 

Sure enough, a little before half | 
past four they pulled up in Day- | 
ton—at the Miami Hotel. 

It had been a good two hours | 
since the passenger had done any- | 
thing more than grunt. 


So, when they stopped at the | 


hotel, Mr. Kettering, who was | 
hugely enjoying the _ situation, | 
said: | 


“Well, you see, we made it in| 
even less than four hours and a/| 
half.” 

The friend snorted. 

“Hell,” he said, “you didn’t stay 
on route 25.” 


* * * 


I’m afraid that just too many of 
us in advertising are trying to do 
the impossible along the estab- 
lished routes—today. 

Like Mr. Kettering, I think we 
should work out some new ones. 

Where the traffic isn’t nearly so 
thick. 

And where we can make better 
time. 


One way to judge a farm paper is by its advertising pa- 
trons. Here are a few of The Weekly Kansas City Star’s ad- 
vertisers selected from various categories to indicate the 
wide acceptance of The Weekly Star as a means of address- 
4 ing Midwestern farmers: 


. Allis-Chalmers 
A John Deere 


| J. I. Case 
| Standard Oil 


Skelly Oil 
Butler Mfg. Co. 


Staley Feeds 
Purina Feeds 
Nutrena Feeds 


Clorox 
Soilax 
Carey Salt 


Cudahy 

\ Wilson 
Chevrolet 

RCA 

Servel 
Perfection Stove 
U. S. Rubber 


M-K.-T Railroad 


International Harvester 
\: Mid-Continent Petroleum Co, 


Keystone Steel & Wire 
Fruehauf Trailers 


Fleischmann’s Yeast 


Cupples Jars and Rubbers 


Missouri-Pacific Railroad 
! Burlington Railroad 


7 Kansas City Southern Lines 


The Weekly Kansas City Star. 


LARGEST FARM WEEKLY CIRCULATION IN AMERICA 


One Way to 


Judge a Farm Paper: 


Wabash Railroad 


American Ase’n of Railroads 


Sheffield Steel 


A. Y. McDonald Mfg. Co. 
DeKalb Agricultural Ass’n 

Garst & Thomas Hybrid Corn Co. 
American Trucking Ass’n 
Portland Cement Ass’n 
Southwestern Bell Telephone 
Columbian Steel Tank 

Hardie. Spray Equipment 

Baker Water Systems 

Dempster Water Systems 


Dyanshine 
Camel 
Chesterfield 
Philip Morris 


Simoniz 


Quaker Oats and Feeds 
Horse & Mule Ass’n 
American Shorthorn Breeders’ Ass’n 


Prince Albert Tobacco 


Milking Shorthorn Society 


American Hereford Ass’n 


American Aberdeen-Angus Ass’n 


Sears Roebuck 


American Hampshire Sheep Ass’n 


436.422 Paid-in-Advance Subscribers 


Advertising 
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The accompanying material is the written 
“outline” used by Fairfax M. Cone, chairman 
of the executive committee of Foote, Cone & 
Belding, in a talk on reducing waste in ad- 
vertising given before the Chicago Federated 
Advertising Club and the Central Council of 
the Four A’s Nov. 20 and 21. 
America’s outstanding copy men presents a 
fresh viewpoint on how to increase the effec- 
tiveness and reduce the waste of advertising. 


In it, one of 


Let me give you a couple of ex- 
amples of the thickness of the 
traffic along some of the well- 
traveled advertising highways. 

Let’s take soap. 

Today every single one of the 
big, general-duty, granulated 
soaps is singing the very same 
selling song: 

“Makes white clothes whiter— 
makes colored clothes brighter— 
with oceans of suds.” 

Worse still, even the pure soaps 
—the so-called fine fabric soaps— 
are in there pitching against the 
filled soaps on the very same basis 
—whiter whites, brighter colors. 

About the only difference is that 
the fine fabric people get into dish 
washing against the synthetics 
with the additional point that 
they are kind to your hands. 

All of them. 

And to exactly the same degree. 

The synthetics, too, tell exactly 
the same story and in almost ex- 
actly the same way. 

Indeed, last week in the Chicago 
Tribune you could have seen a 
full page advertisement for the 
latest entrant into the synthetic 
field—some seven or eight years 
after the introduction of Dreft and 
Vel and Swerl—and the copy 
story was precisely the same as it 
was in the first Dreft ad. 

There wasn’t a single thing 
added. 

There wasn’t a single thing new 
—even to the layout of the adver- 
tisement. 

There was another one for an- 
other synthetic in this morning’s 
Tribune. 

And again, it’s the same ad. 

Like publication and radio ad- 
vertising, selling plans in the soap 
field continue to be the same: 

First, advertising and loading, 
then a l-cent sale to unload, then 
more advertising and loading 
again. 

And then a contest to unload. 

This may be all right. 

But it certainly isn’t all right 
that even the contests are alike. 

Last year the soapers gave away 
automobiles. 

This year, they, along with 
everybody else, are giving away 
houses. 

In one issue of the comics a few 
weeks ago there were three con- 
tests in which the grand prize is 
a house. 

Let me give you another ex- 
ample—in a very large field. 

The field is dentifrices. 

A few years ago Colgate came 
up with what I honestly believe is 
one of the best advertising stories 


'of all time. 


Colgate toothpaste cleans your 
breath as it cleans your teeth. 
It was pretty easy to guess right 


Montgomery Ward that this would be successful. 


Vise-Grip Wrenches 


And a number of people guessed 
in a hurry. 

Actually one of Colgate’s com- 
petitors copied the story exactly— 
copied the words exactly even be- 


fore anybody knew what the sales | 
|technique simply because it was 
| successful for A, he very likely 's 


result was. 

Another climbed on the band- 
wagon almost as soon with the 
claim that his toothpaste had a 
mouthwash effect built right in. 

Moreover, both of the latter 
followed the original Colgate ad- | 
vertising technique—the continu- | 


ity strip. 
And they followed it in the very | to the problem and the story. It 
/same medium, the comics. 
The result has been that Colgate around. 


sales have soared, but, according 


to the most reliable figures I know 
of, the other two have gained 
nothing. 

And why should they? 

The emphasis was on Colgate. 

Colgate spent the most money. 

And if some readers and some 
listeners were confused—most of 
them could only confuse the ad- 
vertising of the competitors with 
that of Colgate. 

So Colgate got most of the 
benefit. 

a * * 


I just don’t believe that there is 
a single media pattern for all ad- 
vertisers or even for all advertis- 
ers in a field. 

I do not understand, for ex- 
ample, why the soapers don’t use 
more outdoor and more car cards. 

For one thing, these today are 
the closest thing possible to point- 
of-sale advertising in chains or 
supermarkets. 

I don’t understand why they 
don’t use direct mail, either. 

At least, I don’t understand why 
they don’t try it. 

I don’t know what the result 
would be. 

But I do know that exploration 
should constantly be made. 

Let’s take an example now of 
what can happen when these are 
made. 

Once upon a time there was a 
thing that stood alone in its field, 
called Coca-Cola. 

After a while along came half a 
dozen other colas. 

They ran some magazine adver- 
tisements as Coca-Cola had done. 

They used outdoor advertising 
after the Coca-Cola pattern—but 
I’m afraid without either Coca- 
Cola skill or Coca-Cola consist- 
ency. 

However, 
leader. 

Then one day a man by the 
name of Mack got hold of a 
product called Pepsi-Cola. 

And almost on that day Pepsi- 
Cola sales began to rise. 

Did Mr. Mack use color pages in 
magazines?—back covers? 

Did he follow Coca-Cola onto 
boards? 

No, Mr. Mack went in for black 
and white advertising in a small 
list of magazines. He used car- 
toons to put over just one thing— 
the name Pepsi-Cola. 

Then to put it over bigger than 
anybody had ever put over any 
name before, he used sky writing. 

He didn’t try to beat Coca-Cola 
at their own game. 

He played his very own. 

And it worked. 

Now, Pepsi-Cola certainly hasn't 
put Coca-Cola out of business. In- 
deed, I believe Coca-Cola sales 
are at an all-time high. 

But Pepsi-Cola has reached 4 
very happy sales volume—ahead 
of everyone else in the game. 

They got off route 25. 


* * * 


When B copies A’s advertising 


they followed the 


getting -something considerab!y 


less than the most efficient adver- 
| tising. 


Because B’s problems are most 
|unlikely to be precisely the same 
as A’s. 

The technique should be fitted 


|should never be the other wa) 


The same is true inside the ad- 
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vertising technique. 

Shall we have long copy or) 
short copy? 

Well, we shouldn’t have either 
merely because you or I happen) 
to like one or the other. 

This, too, should grow out of the | 
requirements. 

As a case in point, there is a 
little note in Bill Tyler’s excellent 
department in Advertising and 
Selling for November. 

He wondered whether Leslie 
Pearl with his DeSoto advertising 
and Walter Neild with Trushay 
and we with our Pepsodent had a 
plot to cut copy to the bone. 

Quite rightly he doubted this. 

And made the point that we 
simply had three problems that 
worked out best in short copy. 

The DeSoto story was that a na- 
tionwide poll showed that people 
who owned new DeSotos liked 
them better than any other car 
they had ever owned. Any em- 
bellishment only makes the argu- | 
ment weaker. 

Trushay and Pepsodent came to 
short copy, I am sure, for the very 
same reason. 

There just isn’t a lot to say 
about a hand lotion and there isn’t 
a lot to say about dentifrices—ex- 
cept what they will do for you. 

And that too is a very short 
story. 

Just because most advertise- 
ments for years and years and 
years have begun with a headline 
over or under an illustration and 
then gone on to a block of formal 
text with or without subheads and | 
lead-ins, is no reason why every 
advertisement has to follow this 
pattern. 

Neither the Trushay series nor 
the Pepsodent series has had 
either a headline or formal copy. 

Unless you want to call all of 
the copy a headline or all of the 
headline, copy. 

This, as I say, wasn’t any in- 
vention. 

It was just trying to find a fas- 
ter route. ‘ 

Actually the last invention in 
the technique of copy was the in- 
vention of the cartoon strip. 

Really this wasn’t so much an 
invention as a discovery that the 
comic strip technique could be ap- 
plied to selling as well as to 
straight entertainment. 

Posters and painted bulletins 
give us another example of ad- 
vertising that I think sticks too 
close to the well-travelled path. 

Somehow I question the selling 
value of a poster with the caption 
“Tough Winter Ahead” in which 
two-thirds of the space is taken 
up by a pair of turkeys looking at 
a chopping block and the remain- 
ing on¢-third devoted to a picture 
of a can of Gulflube oil. 

It may be cute, but I doubt if it 
is very effective advertising. 

I doubt that most of the dogs 
and ducks and other animals and 
birds are much more than quite a 
bit of fun. 


a 


| 

One of the things that rarely is 
brought up in a discussion of ad- | 
vertising efficiency is the matter 
of advertising appropriations that | 
are too small. 

I think nothing can make ad- 
vertising more costly than the ap- 
propriation that causes schedules 
to be too short in magazines or 
newspapers or that allows for only 
‘ half showing on posters when a 
full showing is indicated, and that 
uys a few radio spots when a 


tising appropriations are set merely 


iby following the leader. 


Instead of asking the question 
“What must we do?” we ask, 
“What is our competitor doing?” 

And we do accordingly. 

The difference when someone 
makes his own plans is usually 
astonishing. 

* cg * 

Another prime example of stay- 
ing on route 25 is the business of 
everybody aiming at the same 
people—same buyers, same users. 

We see this every day and it is 
one of the great inefficiencies of 
advertising. 

Every advertiser should aim at 
a certain group first. 

If you want proof, take it from 
the people who sell by coupon, di- 
rect by mail, or by direct mail ad- 
vertising. 

I am told that they can be suc- 
cessful by getting as small a pull 
as 1/6th to 1/30th of their circula- 
tion. 

In the highly competitive field 
of cigaret selling, there is no bet- 


‘mostly because too many adver- | ter example than that of Lucky 


Strike. 
They aimed at a market. 
They didn’t put on the Hit Pa- 


| 


‘cut advertising costs by increasing | 


rade and Kay Kyser’s Kollege of | 
|Musical Knowledge for you and) 


| me. 
| These were put on for the 19 


| advertising 


| to 25 year old age group where | 


the buying habit was forming— 


market. 


well indicated by the Curtis Pub- 
lishing Company survey released 
about two years ago showing that 
over a 10-year period the cost of 
advertising Lucky Strikes had 
been 11 cents per 10,000 cigar- 
ets against 19 cents for Camels 
and 21 cents for Chesterfields. 

Kleenex, you may recall, made 
its own market by asking people 
to think up new uses for what 
began as simply tissues to remove 
|face cream. 

And advertising these to the 
world. 

Now, 


I come to three places 


and for even younger people who without any variations, but rather 


sooner or later would enter the getting the story so right that it 


That this was right was pretty | 


where 


‘where else we can guarantee to} 


47 


perhaps more than any-the same spot to make a mark. 
If someone taps you 40 times 


advertising efficiency. 

The first concerns the adver- | 
tiser and the advertising agency) 
and lies in getting the right basic | 
story and_ sticking 
to it. 

This doesn’t mean sticking to it 


is susceptible to endless variations. 
The trouble with too many ad- 
vertising stories is that they aren’t 
fundamentally sound enough to | 
stand up over a long enough | 
period of time to really work. 
And so we get constant eseyt 


With never enough tapping in 


Cut your composition costs to the 
bone, but get just-like-type reproduc- 
tions by using VARI-TYPE service. 
Ideal for presentations, folders, house- 


organs, etc. Perfect for stencil or 
planograph work. Write or phone for 
specimen sheet of type faces and 
quotations. 


Preparation 


> Tel.: RANdoIph 


APPLE KING 


make impressive holiday 
friends and family. 


Snow Mountain Orchard, Box 141-A, Yakima, Washington 


Free folder explains all. 


cI ET TT 
World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . 


. they 
business associates, 
Price: $2.95 and up! 


gifts for clients, 


OUTDOOR 


No. 3 IN A SERIES 


Baril cv REACHING ALL 


AGE GROUP 


14-19 YEARS 


‘ull quarter or a half-hour would 
he little enough. 


Equally as killing to the effi- | 


lency of advertising is the ap- 
ropriation that doesn’t take into 


side 


20-34 YEARS 


PERCENT WHO GO OUTDOORS 


si ee 


35-49 YEARS 50 A 
14-19 VEARS ........ 84.4% DAILY 
20-34. 7 ne evesee 80.7 ii 
i sige ewan 76.8 i 
50 AND OVER......- 67.4 a4 


ND OVER 


(Based ona pilot study made by the Traffic Audit Bureau in Fort Wayne, Ind.—1946) 


onsideration the most complete | 


ossible tie-up between printed | 
r radio advertising and point-of- 
‘ale material. 
For this is an advertising ap- 
ropriation that asks media ad- 
‘ertising to do an almost impos- 
ible job. 
The reason for this is probably | 
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NATIONAL SALES REPRESENTATIVE 


OF THE OUTDOOR INDUSTRY 
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60 EAST 42ND STREET 
NEW YORK 17, N. Y. 
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lightly in 40 different places on 
your chest and shoulders and neck, 
this will leave no mark. But if 
someone taps you 40 times with 
just the same pressure in just the 
same place, you will find a little 


| + red mark that will be hours in 


going away. 

This leads naturally to my sec- 
ond of these final points. 

Too many advertising stories are 
based just on a bright idea or a 
hunch. 

Most often these fail to be effec- 


( SHA AND THIRD IN THE NEW OUTDOOR ANNUAL 


Year after year we have painted between twelve 


and twenty-three of the “Hundred Best” 


posters of the year. One of our artists should fit 


your appropriation. 


(fiendblem Yobuslon cand Mbit Opec 


510 NORTH DEARBORN + CHICAGO 10 + WHITEHALL 6070 


| tive—so we try another—and then 
another. 

What we should do, and more 
/}and more of us are doing it, and 
more and more constantly—is to 
make sure, first of all, that we 
know all about the product we 
are selling and all there is to know 
about both its generic and its spe- 
cific appeals to the people who 
}are its best prospects. 

We need to get everything from 
research that research can give 
us—and this is a very great deal. 

Thoughtful use of copy testing, 
according to any or. all of the 
various well-known methods, is 
one kind of research. 

Thoughtful use of the Starch 
| figures is another. Starch figures 
can be very misleading. Very bad. 
|They can be like dope if they are 
taken indiscriminately. They can 
be very helpful if they are used 
thoughtfully and with utmost care 
—to make sure that the only com- 
parisons are between like and like 
and that only trends are con- 
sidered. 


Advertising Age, December 1, 1947 


SOMETHING TO BE PROUD OF—Admiring the works of Ruthrauff & Ryan's 
artists at the agency's second annual art exhibit held in New York are, left to 


right, Quincy Ryan and Ray Lenahan, 


R&R vice-presidents; Frederick B. Ryan, 


chairman of the board, and John O'Brien, account executive. 


There is the Nielsen Audimeter 
information—a great step forward 
in the measurement of radio 
listening. 


\ 
\ 


\\\ 


Do Hardware Manufacturers 
Spend almost *% of their 
National Trade Advertising 
Dollars in HARDWARE AGE? 


A MHS 


That’s easy when you look at the facts that make 
Hardware Age the leader in its field. 
Hardware Age circulation, exceeding 33,000, offers the 


largest trade audience available to advertisers. It blankets 
the retail market with 19,400 copies — goes into prac- 


tically every one of the top 10,000 stores that do 72% of 


the $2,000,000,000 hardware business. It covers the 


wholesale field completely—with an average of 11 copies 


going to key men in each of the 500 hardware jobbers. 


And even more important — Hardware Age provides 


the only wholly voluntary prepaid circulation in the 


national hardware field. Hardware men buy it for a 
good reason—they want the up-to-the-minute news and 


100 EAST 


42nd STREET « NEW 


vital merchandising ideas it gives them every other week 
—and 86% renew their subscriptions year after year. 
Successful hardware advertisers know those facts. 
That’s why they spend % of their national trade adver- 
tising dollars in Hardware Age. 


HARDWARE AGE 


A Chilton © Publication 


@ Charter Member @) 


YORK 17, N. Y. 


MAIN ENTRANCE TO THE GREAT HARDWARE MARKET 


There are the Schwerin tests of 
radio listener reaction. 

There is even the psychogalva- 
nometer. 

% % * 

Finally, I come to something 
that everyone of us has heard 
about since the day we first started 
in the business. 

This is—truth in advertising. 
| No other single thing, in my 
opinion—could so increase the 
| efficiency of all advertising as the 
‘elimination of that small percent- 
|age that is untrue or misleading. 

It should be the very selfish aim 
‘of everyone of us to see that our 
advertising does tell the truth. 
| It should be the aim of the ad- 
|vertising manager and the copy- 
writer who prepare our advertis- 
| ing. 
| It should also be part of the job 
of the magazine and newspaper 
and radio time salesman and of 
his managers, to guard against un- 
‘truth and false promise. 

I say this should be a selfish 
aim. 

Here is why: 

A single exaggerated claim in a 
newspaper or magazine—or over 
the air—contaminates every other 
advertisement to which the reader 
or the listener is subjected—for 
days. 

This results in 
greatest waste. 


NRDGA Issues Study 
of Publicity Costs 


Sales promotion costs for de- 
partment and specialty stores have 
increased since the war, accord- 
ing to the newly published Na- 
tional Retail Dry Goods Associa- 
tion book, ‘“‘Analysis of Publicity 
Expenses.” The annual _ report 
shows that newspaper advertising 
continues to be regarded as the 
most valuable publicity medium 
and absorbed more than half the 
sales promotion budget of depart- 
ment and specialty stores during 
1946. 

Publicity expenses in 1946 
showed a considerable increase 
over 1945 and publicity directors 
‘expect their 1947 sales costs to 
‘top those of 1946, Howard P. 
|Abrahams, manager of the 
'NRDGA sales promotion division, 
explains in the book. Total pub- 
|licity averages, however, have not 
‘reached the high costs of the pre- 
war years of 1938 and 1939. Total 
| publicity costs of stores doing 4 
‘volume of two to five million 
were 5.01% in 1938, 5.10% in 
1939, 3.71% in 1945 and 3.96% in 
1946. 


| Mallinckrodt to Bloch 


H. George Bloch Advertising 
Company, St. Louis, has been 
named to handle the advertising 
for all photographic chemicals and 
part of the industrial chemicals 
of Mallinckrodt Chemical Works, 
St. Louis. 


advertising’s 


‘Clapp Rejoins Whitten 
Winthrop S. Clapp has rejoined 
Edmund S. Whitten, Inc., Boston, 
as account executive. He left the 
agency in 1940 to become public 
relations officer of the Army re- 

|cruiting program in Massachusetts. 
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British Papers 
Register Heavy 
Loss of Revenue 


LONDON—British newspapers are 
losing as much as $5,000 per issue 
in advertising revenues as a result 
of the recent curtailment of news- 
print. 

In spite of advertising rate in- 
creases and some reductions in the 
column widths, Financial Times 
reports, the papers are carrying 
fewer inches of ad copy, and total 
income is off markedly. 

Several examples of the trend 
are: 

The Daily Express increased 
rates from £15 to £20 per inch, 
but instead of 190 inches, it now 
carries only 132 inches, for a reve- 
nue loss of £210. 

The Daily Herald boosted its 
rate from £12 to £14. Advertis- 
ing is down, however, from 175 
to 118 inches, resulting in a loss 
per issue of £440. 

Of the entire list of national 


One of the Most 
Inspirational Books 
On Advertising 


Ever Written! 
A "Must" in the Library 
of Every “Ad-Man"! 


| 


If you haven’t bought and read a copy of 
Jim Young's The =y of an Ad Man as | 
yet—it’s time you did, to put it flatly! 

With more than 4,000 copies sold already, 

and as a standard bibliographical refer- 

ence in advertising libraries, The Diary of 

an Ad Man is a source of constant in- 

spirational reading and re-reading for es- 

tablished advertising craftsmen .. . as 

well as providing an enlightening message 

for the tyro. 


In it one of the country’s best known ad- 
vertising men has put down, day by day, 
for eighteen months in the most critical 
period of eaves history, what he 
saw, felt, did, thought and read ... and 
with the gift for words, wit and wisdom 
as only Jim Young possessed. It is not a 
technical book, but 578 different day-by- 
day inspirational records messages, 
and ideas to help you understand more 
clearly and thoroughly what advertising, 
business and life are all about. 


Be sure and order a copy for yourself, in 
case you haven't read The Diary of an 
4d Man. If you're an advertising execu- 
tive, get copies for your staff—it'll make 
& practical and appreciated token of the 
holiday spirit... and be an excellent 
investment. 


SINGLE COPIES $3, postpaid 
(25% discount for 5 or more copies) 
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London daily and Sunday papers, 
only two have increased revenue 
as a result of rate boosts. These 


are the Sunday Express, up £920 | 


per issue and the Sunday Times, 
up £770 per issue. 


Sets Marketing Meeting 


The domestic distribution de- 
partment of the Chamber of Com- 
merce of the United States will 
hold its next national marketing 
conference at the Hotel Jefferson, 
St. Louis, March 11-12. 


Campbell Joins MAB | 


H. Addison Campbell, formerly 
with the American Broadcasting 
| Company, New York, has joined | 
| the Magazine Advertising Bureau, | 
New York, and also will be man-| 
ager of the publications division | 
of Publishers’ Information Bureau. 


McGarrett Leaves FC&B 


George F. McGarrett, 
of Lucky Strike radio operations 
for the American Tobacco Com- 


director | 


pany account, has resigned from 
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Foote, Cone & Belding, New York. | agency is that of Norman Winter, 
His duties have been taken over | assistant director of radio for the 


by Vinton Freedley Jr., assistant | New York office. 


radio director for Lucky Strike. 


No announce- 
ment has been made of a replace- 


Another resignation from this | ment. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 
Published bi-monthly at Milwaukee, Wis. 


the Doctor’s 
Advice and 


HYGEIAS Health 
Information 


IN ADDITION to its wide home cir- 


culation, HYGEIA 


three million waiting patients every 
month in doctors’ reception rooms. 


is read by over 


> 


CONFIDENCE sits in on the doctor’s office- consultations with 


thoughtful mothers .. . 


accompanies the treatment... serves as 


an extra ingredient in the prescription. 


Confidence sits in, too, in homes and doctors’ reception rooms 
all over the country where mothers are turning to HYGEIA 
for reliable information on family health. For HYGEIA pre- 
sents the very information mothers want, written by medical 
authorities, edited by the American Medical Association. Read- 
ers know that HYGEIA speaks with authority—in its advertis- 
ing columns as well as its timely articles. 


The oftener these readers find YOUR advertising messages be- 
tween the covers of HYGEIA, the more consistently their ae- 
ceptance of your products can be increased. 


ost) 
Ci a THE HEALTH MAGAZINE 


OF THE 


AMERICAN MEDICAL ASSOCIATIOR . 
535 North Dearborn St. © 


Chicago 10, Ilinoi : 
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North American Steppes 
Yield Gold to Mr. Tilley 


(Continued from Page 1) 


veys to find what pleases readers. 
He hopes, some time, only to 
please Ross. 

Probably he never will, com- 
pletely. This gaunt, gangling, 
grinding, lonely man is too much 
of a perfectionist. He’s too fussy, 
or too cussed. And probably he 
doesn’t altogether know what he 
wants. 


‘Plural’ Job 


(Here Ross interrupts to say 
that “The New Yorker is a plural 
undertaking. The whole bunch 
of us edit, and the other editors 
certainly have a powerful influ- 
ence on me and on the maga- 
zine.’’) 

By other standards The New 
Yorker is doing nicely. With no 
sales help from Ross and staff, it 
is tapping a sizable part of the 
Great American Buying Power. 
In 1947 its net revenue from ad- 
vertisers, after paying agency 
commissions, will reach $4,600,- 
000. Net circulation revenue prob- 
ably amounts to $2,000,000. 

If you wanted to buy New 
Yorker Magazine, Inc., you would | 


have to pay a lot more than $4,- | 
539,000. This figure is arrived at | 
by multiplying the current 267,- 
000 shares outstanding by their 
current price of about $17 a share. | 


Ross Owns Little 


In such a deal you wouldn’t go, 
at least directly, to Harold Ross. 
The New Yorker was his brain- 
child, and continues to be his 
bouncing baby, but Ross himself 
now owns only a very small 
amount of stock, worth a few 
thousand dollars. 

The business executives do most 
of the owning. But the editorial 
people run the magazine. 

Few on the business side “see” 
Ross at all. The editorial and 
business offices are on different 
floors at 25 W. 43rd St., and have 
different telephone numbers. 
When I mentioned to Ross’ ex- 
écutive assistant of these last 10 
years that I was going to call later 
on Raymond B. Bowen, advertis- 
ing director, he had to ask the 
telephone operator which floor 
Bowen was on. 


And Bowen said AA probably 
had talked with Ross more in two 
hours than he had in 22% years. 


Had Fleischmann Backing 


But it was R. H. Fleischmann | 


who angeled The New Yorker, to 
the extent 


local magazine, such as The New 
Yorker, with editorial depart- 
ments devoted to amusements, 
stores, books and whatever, Ross 
believes the former fear has a 
lot of foundation. “There’s too 
much parallel,” he explained. And 
he recalled the occasion, 20 years 
ago, when a young New Yorker 
night club advertising salesman 
ventured up to the editorial floor 
to call on the night club editor. 
Probably the salesman thought 
that parallel lines could meet. 

Ross threw him out. . . 

No space salesman has been up 
there since. 

At first, Ross said that he had 
never addressed a meeting of the 
advertising staff. But ‘research 
disclosed that, once, in 1927, he 
did. (“Soon after that,” he ex- 
plained, “the magazine was pay- 
ing and they didn’t have.to be 
addressed.”’) Nor does he go to 
cocktail parties and conventions. 

His private crusade for more 
money for writing people and less 
for selling people began some 35 
years ago. He was .covering the 
Embarcadero waterfront for the 


San Francisco Call for $27.50 a 


a week, there’s COLA. This is a 
“cost of living adjustment” based 
on Department of Labor statistics. 

(COLA covers the business side 
too.) 

Some erudite readers have de- 
clared fervently that the only 
publication with which The New 
Yorker can be compared is Addi- 
son’s Spectator of London, three 
centuries ago. Ross_ said he 
wouldn’t know. He has never read 
the Spectator. 

But this statement is part of 
The New Yorker build-up and 
legend which readers, other maga- 
zines and newspaper columnists 
have fostered. Even people who 
don’t like the magazine, talk and 
write about it, and inadvertently 
promote it. 


Most Imitators Give Up 


The promotion has been aided 
by the fact that in the last 20 
years some 200 local magazines 
have been launched largely on 
The New Yorker pattern. The 
fact that nearly all of them failed 
emphasizes The New _ Yorker’s 
uniqueness and vitality. 

The New Yorker spent some 
money for circulation promotion 
at the start, but has conducted no 
consistent campaign for it since 
1928. 

In the current 90th anniversary 
issue of the Atlantic Monthly, 
Frederic Lewis Allen, editor of 
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TILLEY'S SIRE—When Harold Wallace 
Ross, father and editor of The New 
Yorker, read AA's “profile’ on the 
magazine, he wrote a six-page memo- 
randum of clarification and correction. 
This emphasized, among other things, 
that “you give me too much credit 
for our editorial accomplishment. . . 
The New Yorker is a team production, 
a collaborative enterprise, and my as- 
sociates don't get enough credit, by 
any means.” 


inally for Marshall Field’s appar- 
ently-discarded Magazine “X’”— 
published a 17-column “profile” 
on The New Yorker by former 
New Yorkerite Russell Maloney. 
Currently Henry F. Pringle is do- 
ing the magazine for °47, and 
Hearst’s Cosmopolitan is set to 


page single-space letter. 


It was, as Ross admitted, ‘a 
malicious, playfully vindictive 
gag, from a gagmag.” The New 


Yorker editors felt, however, that 
“the total effect of the article and 
its being in existence at all were 
enormously favorable, and that 
the listing of your remarkable 
growth, the figures themselves, 


|'were complimentary in the high- 


est degree, presenting you, in fact, 
as practically heroic. . . 

“The paragraph on Fortune’s 
method of getting facts was al- 
lowed to stand as being justified, 
beyond doubt. . . We were in- 
formed that your original piece on 
the Astor Estate contained 138 
misstatements, or errors, which 
had to be painstakingly worked 
Out... 

“I was astonished to realize the 
other night that you are appar- 
ently unconscious of the notorious 
reputation Time and Fortune have 
for crassness in description, for 
cruelty and scandal-monging and 
insult. . . You are in a hell of a 
position to ask anything.” 

Later The New Yorker did a 
parody on Life. 


Ends ‘Digest’ Agreement 


On Feb. 9, 1944, The New 
Yorker editors told its contributors 
that it had been decided to end 
reprint relations with the Read- 
er’s Digest: 


say its say, probably in March. 


& e 


. 


TILLEY’'S TOLL-TAKERS—The men responsible for The New Yorker's business 


growth are (seated, left to right) Eugene R. Spaulding, vice-president and 
eral manager; Raoul D. Fleischmann, president and 
circulation manager; (standing, left to right) E. Me 


gen- 
roe Charles H. Smith, 


ville Price, advertising man- 


ager, and Raymond B. Bowen, advertising director. 


week. One week he was given by | 


mistake the check of a no-account 
space salesman, for $42.50. 


Ended a Job 
Later, his brief tenure as editor 


of about $550,000,|of the American Legion Weekly 


through its first three dark red|after World War I was ended 


years. R. H.’s father Louis had/|with his discovery that the busi-| 
prospered in the baking business.|ness manager was getting $30,000 | 
(His uncles, Charles and Max,|a year, while he was getting only | 


had founded Fleischmann’s Yeast.) | $10,000. 
He still tops the list of The New| Harold Ross doesn’t pretend to 
Yorker stockholders. ‘know what advertising men do for 
Next largest stockholder’ is a living, but he’s sure they spend 
R. H.’s former wife, now Mrs. | “a good part of their time selling 
Peter Vischer. And next is their | themselves to the boss.” 
son, Peter Francis Fleischmann. | He says that his own people 
Then comes a group—Eugene R./| don’t have to sell him. 
Spaulding, vice-president and The New Yorker has several 
general manager; R. H. (Hawley) ‘hundred regular contributors, in 
Truax, treasurer, and Ray Bowen. addition to the thousands who 
In the list Harold Ross, doesn’t | sell the magazine occasionally or 
appear at all except as the trustee| submit ‘“newsbreaks” and other 
of a trust. material. The minimum on news- 
The Ross attitude toward the| breaks has been boosted from $2 
business side probably sprang/|to $5. 
from two sources. One was the| The regular contributors are 
fear that advertiser influence now paid 15 to 30 cents a word, 
might ruin the magazine, and the|some higher, and half as much 
other was the nagging belief that,| again for pieces of less than 2,000 
while his own hard working edi- | words, to encourage brevity. In 
torial and writing people were addition, The New Yorker pays 
underpaid, the business people |some writers a 25% premium on 
were rolling in unearned dough. agreement that it gets first look 
. at their stuff. Writers who have 
‘More or Less Fair’ Now six or more pieces accepted in one 


(Ross said: “I  haven’t that year are paid another 25% bonus. 
feeling now. I think the pay is On top of all this, for both | 
more or less fair all-around.”’) regular contributors and_ staff 


In a magazine, and largely a| members who get less than $100 


Harper’s, lists 39 United States 
magazines which early this year 
had circulations of more than 1,- 
000,000. 

Compared with, say, the Read- 
er’s Digest’s 10,000,000 and Life’s 
current 5,200,000, The New York- 
er’s 300,000 is small potatoes. 


Started ‘New School’ 


Yet Allen makes “the rise of 
| The New Yorker” a separate fac- 
tor among five types of maga- 
| zines born since World War I. 
| (The others are confession, digest, 
news weekly and picture, and 
| pulps and comics.) 

| This magazine, he says, devel- 


oped “a new school of American | 
|humor, far subtler and more deft | 


|in its social comment than any- 
thing previously seen on these 


shores.” He praises its “excellent 
short stories,” “shrewd reporting,” | 

° * | 
and the “errorless perfection of its | 


editing” which “aroused the won- 


der and envy of its competitors.” | 


As early as August, 1934, For- 
tune was doing the little New 
Yorker as exhaustively as if it 
were Big Steel. Time seems to find 
something every few weeks to 
say about it. The most recent 
Time critique, Nov. 10, was on 
A. J. Liebling’s “The Wayward 
Pressman” (Doubleday; $2.95). 
Joe Liebling handles the press, 
‘none too gently, for Harold Ross. 
Last August the Saturday Re- 
|view of Literature, condensing a 
much longer piece written orig- 


‘Riddled With Errors’ 


| At all of which Harold Ross is 
inclined to scoff. Between pills 
|for his ulcers, and sausages in the 
|Ross Room of the Algonquin in 
|44th St., where 23 years ago The 
New Yorker was conceived, he 
said that “the Fortune piece was 
riddled with errors” and Maloney, 
even after 11 years on The New 
Yorker “didn’t get his _ facts 
straight.” 

One Maloney error which he 
cited was “. .. the standard New 
Yorker advertising contract .. . 
guarantees the advertiser. that 
half the circulation is within 
metropolitan New York.” As 
noted, only 30% of the current 
circulation is in this area. 

In the same paragraph Maloney 
said that Henry Luce, tycoon of 
Time, Inc., “is now a fairly large 
stockholder in the New Yorker 
Magazine, Inc.” The fact is that 
Luce bought some New Yorker 
stock several years ago, which he 
sold soon afterward at a good 
profit. He has none now. 

Ross was unable to cooperate 
with Pringle at all. 

Cosmopolitan, however, appar- 
ently will fare better. The New 
Yorker liked Cosmo’s free-lance 
|girl researcher on this job so 
much that they hired her. 


“The Digest started out as a 
‘reprint magazine, but grew into 
|something quite different. Nowa- 
'days a large proportion of its con- 
'tents is frankly original with the 
| Digest and not presented as re- 
print material; and of the stuff 
ithat is presented as reprint ma- 
'terial, much actually originates in 
'the office of the Digest and then 
gets farmed out to some other 
/magazine for first publication. The 
\effect of this (apart from spread- 
'ing a lot of money around) is that 
| the Digest is beginning to generate 
'a considerable fraction of the con- 
tents of American magazines. 

“This gives us the creeps, as 
|does any centralization of Genius. 
|. . . We don’t want to be in the 
position of receiving for consider- 
ation a manuscript that has al- 
ready been bought and paid for 
| by someone else, for we regard 
— a situation as unhealthy. We 
were willing to be digested, but 
we are not willing to be first sup- 
plied, then digested. 


Disagrees with Theory 


“The New Yorker, furthermore, 
has never been particularly im- 
pressed with the Digest’s capsule 
theory of life and its assumption 
that any piece of writing can be 
improved by extracting every 
seventh word, like a tooth. . .” 

And The New Yorker followed 


The New Yorker has jousted 
;with a lot of other publishers. 
| Two of them have been ministers’ 
‘sons, Henry Robinson Luce of 
Time and DeWitt Wallace of 
Reader’s Digest. 


Gibbs Used ‘Time’ Style 


this shortly with publication of a 
five-part profile on the Lord of 
Chappaqua, which no doubt will 
|help to keep relations broken per- 
manently. 

| Ross also has referred unfavor- 
‘ably to Walter Winchell. 


Probably he _ resents, among 
The New Yorker welcomed the | other things, the personal refer- 


birth of the present version of| ences which have been made to 
Life in the fall of 1936 with a/ himself and his habitat. Fortune 
profile on Luce by Wolcott Gibbs. emphasized “Rough House Ross” 
“No slugabed, he,” wrote Gibbs| (g nickname he has been trying 
in pseudo Time style, “Luce is tg jive down) and cartooned him 
efficient, humorless, revered by|as a buckeye boulevardier. Ma- 
colleagues. By tradition alioney wrote that “Ross stalks 
Tory . . . Luce already has a wist-| through the dirty corridors of his 
ful eye on the White House.” The egitorial domain, gaunt, £2? 
New Yorker also hinted at a pos-| toothed, his black hair tousled 
sible future “official connection | ang his mouth agape.” 

with the House of Morgan,” and 

Dignified, Kind 


concluded: 

“Certainly to be taken with| The man is not pretty but ! 
seriousness is Luce at 38, his fel-| found him lacking neither in ©!8- 
lowman already informed up to/|nity nor kindness. Even the fact 
his ears, the shadow of his en-|that I work for an advertisins 
terprises long across the land, his | journal did not cause him to ©°o" 
future plans impossible to imag-|and spring. Our relations, at the 
ine, staggering to contemplate.| hotel and the office afterward, 
Where it all will end, knows God!”| were interrupted only by # 

Luce had seen earlier proofs of | you - first - my - dear - Gaston act 
this piece, and had complained. | whenever we approached a doo! 
One day before deadline, Ross| Usually he won. 

;sent him a final proof with a five- Perhaps the fact that I, too, 2™ 


bY 
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a sort of Rocky Mountain goat 
had something to do with it. I 
had followed him into the old 
Salt Lake High School, to news- 
paper work in San Francisco, and 
even to the Sacramento Union 
where, a few years apart, we 
poth had basked in the dimming 
light shed on that paper by Mark 
Twain and Bret Harte a half 
century before. 

Harold Ross was born some 
10,000 feet up in the Rockies, in 
Aspen, Colo., now a skiing center. 
His father, George Ross, was a 
North of Ireland Presbyterian 
and Harold was christened in that 
faith. He has no formal religion 
now, but knows his Bible. 


Brought Up on Causes | 


The elder Ross fought for 
Causes. When Harold was very 
young the family moved to Salt 
Lake where George Ross, among 
others, and with the help of a 
Catholic newspaper publisher, or- 
ganized the American Party to 
fight the political dominance of 
the “Mormons.” 

Harold’s formal education ended 
after the second year in high 
school. He had already been an 
apprentice reporter with the Salt 
Lake Tribune. Then he news- 
papered in San Francisco, Sacra- 
mento, and for the Marysville Ap- 
peal, at a time when Marysville, 
east of Sacramento, no longer 
could claim to be the “biggest 
city in California.” 

He was a reporter in Atlanta, 
bossed a gang of construction 
workers in Panama and, with 
World War I, joined the Railway 
Engineers Corps—ending the war 
as an editor of Stars*& Stripes 
in Paris. 

Ross was still a private then. 
He and his group of enlisted men 
wrote for enlisted men, without | 
too much officer influence. He 
wondered why a similar group of 
editors in America could not write 
thus freely for their own kind. 

An attempt to transform the) 
Stars & Stripes into the Home| 
Sector failed. Ross quit, succes- | 
sively, as editor of American Le- | 
gion Weekly, and as editor of | 
Judge, when his editorial budget | 
was cut, and then turned down | 
an offer to work for Ray Long of | 
Cosmopolitan. 


Idea Takes Shape | 


But in a New York which | 
he hardly knew, among people he. 
could hardly understand, he| 
thought there must be a place for | 
a magazine that would amuse and | 
inform the literate among the 
7,000,000. | 

The grim, awkward Ross had | 
become chummy with members | 
of the Thanatopsis Literary &| 
Inside Straight Club—Alexander | 
Woollcott, Robert Benchley, Marc | 
Connelly and the rest—who hung | 
out at the Algonquin. They liked | 
the idea and promised to help. 
But a more practical acquaintance 
there was Raoul Fleischmann, | 
who had money, and who proved | 
Willing to gamble on more than | 
poker. 

On the first page of the first | 
New Yorker appeared the names | 
of several Thanatopsonians. The | 
group disappeared from the mast- | 
head en masse on Dec. 26, 1926, 
and singly from the magazine at | 
intervals, later. Only one of them, | 
Rea Irvin, now survives on The | 
New Yorker. ; 


Many Oldtimers 

Much has been said of the Ross 
moods, rages, petulance, which led 
to rapid firings. In the early days 
a new managing editor appeared 
ali lost every third month. But 
the fact remains that many New 
Yorkerites have been there 10 or 
20 years. 

Precisely who does what, how- 
ty r, is hard to define. Joe Lieb- 
4ng calls -Willlaam Shawn man- 
a'ng editor. My informants on 
the magazine say that under Ross 
three are equal: Shawn as fact 


editor; G. L. Lobrano, fiction 
editor, and James Geraghty, art 
editor. Shawn has been there 
about 20 years; Lobrano and 
Geraghty about 10 years each. 
Wolcott Gibbs quit editing about 
10 years ago and since has writ- 
ten literally volumes of stuff, from 
drama criticism to the “Notes & 
Comment” page of “Talk of the 
Town,” where he provided a rea- 
sonable facsimile of E. B. White. 
White has been a writer but also 
is an editor without portfolio. 


James Thurber has_ functioned 
similarly. (Thurber still thinks of 
himself more as writer. than 
artist.) 


Staff Lined Up 


Sanderson Vanderbilt assists 
Shawn as editor of manuscripts. 
Hobart G. Weekes is in charge of 
getting text and drawings organ- 
ized and ready for press. Rogers 
E. M. Whitaker works to put into 
English, style and sense whatever 


goes into the magazine. Carmin 


Peppe is in charge of the makeup 
room. He lays the magazine out, 
sizes drawings, makes first choice 
as to which will go into each issue, 
and deals with printer and en- 
graver. 

These all have been with the 
magazine for some years, as has 
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Katharine S. White, wife of E. B. 
Mrs. White and Wolcott Gibbs 
carried the fiction load before Lo- 
brano took over. 

Howard Brubaker has signed 
“Of All Things” since May 9, 
1926. 

The legendary bedlam was lack- 
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MORE THAN 9 MILLION 
MOTOR VEHICLES! 


a WINTER SLOW-DOWNS? 
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SAJ'S SUNNY SOUTH! 
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OUR REGISTRATION GAINS 
CONTINUE TO PACE 
THE NATION! 


Southern Automotive i ournal 
Blankets the Booming South and Southwest 


More than 300 national advertisers using regular 
space in SAJ to build sales in America’s fastest- 
growing automotive market. 


Here’s what a 1948 schedule in Southern Automo- 


tive Journal will do for you. Take your sales story 


into more than 5,500 cities and towns ... reach 


practically every jobber, distributor, the majority 


of the dealers, garages and aggressive service sta- 


tions in 19 states ... completely blanket the trade 


in a fast-expanding 
nation’s automotive 


region having one-third the 
outlets, doing one-third the 


nation’s automotive sales volume! 


From Texas and New Mexico, eastward to the 
Atlantic—that’s the big SAJ market, buzzing win- 


————— 
— 


19-STATE COVERAGE UNEQUALLED 


@ Each dot represents a city or town in which SAJ has one or 
more paid subscribers. More than 26,000 of them, all confined 
to the automotive trade. 


ter and summer, active the year ‘round. See that 


you are scheduled every month. January issue 


closes December 20. Be sure to be there! 


Southern Automotive Journal 


GRANT BLDG. e 


ATLANTA 3, GA, 


TEXTILE INDUSTRIES 

SOUTHERN POWER & INDUSTRY 
SOUTHERN HARDWARE 
SOUTHERN AUTOMOTIVE JOURNAL 
ELECTRICAL SOUTH 

SOUTHERN BUILDING SUPPLIES 


oe Ss 


| = a 
; es 
Pee a 
a im 
| ee: 
La . pee” < 
Fy i aaa ne 
;, . ‘~ 
; we . ; 
| 4 7 
, i — . 
eae cn errr ai aa a a nea a ids aa ie en i ee 8k Ig ee 
1, | | 
oA 
n l, 
8 | 
‘h 
4 ee C | 
2 ' 
P lee Se ee | 
a ; 
“ . +A ONS ae ; re 
: UNS QSA 7 zz 
; : anni smmcmreummeenmemacswcroowecinsossracees as " a 7 ve . | 
a a ji / 3 j ) ‘N : : es ‘ “ | | 
ji : iy i bd q ‘ \\ / : 
; : site eal . fj j ae ‘ re : oe . - — = am Eee rss wf } 
igniter aa i él Balai ey a . 
a rE ee ee i. usmiemmapiiblics i 7” . i J ~ » : 
ito a ee ea COC FZ © hee. aire 
1a- ea —.. ae | ue , pr! A — 
= <n ww f . _ yt Be 2 4 
1er \ a ete a cr . . ; hie [ — | 7 ees 
the bi S| ie wa | 
hat ’ : dé p sii wie 
yn- ) oe 
as " 
jus. ; 
the . 
er- 
al- > | 
for =. - 
= pac 
We ale 
- ee : 
up- ee 
ore, ee - 
“ ee Re: Ga 7 
sule : / . 
a a 
yaaa 
4 a 
sj = vhs _ 
TH) | os UTHERN 
im =P AUTOMOTIVE 
SX JOURNAL 
ut I ee : aa 4 W. R. C. 3 oe 
dig- he i 
y * ae 
fact Ss > i § M T H 
ing cee AY 
C oil >» < ' Z 
te APE A wl PUBLICATIONS we 
- \ an ay 1 7 ieee. 
| act an iT F & | ; 
joor. sii 4 t , 
ty é Lu 4 3 Pod By ' a. 
> am t 7 


+k te SE 


52 


ing in the New Yorker I saw. The 
scattered offices were reasonably 
quiet and neat. The whole layout 
was plain and a little dreary. 
Everyone was polite but not very 
animated. Maybe they were just 
conserving energy against the first 


—when you use the same avenue 
of communication your 
customers do 


weekly deadline on the morrow. 

Or maybe the place already is 
filled with memories. In the li- 
brary are big books of contribu- 
tions. The less frequent lights 
share books between them. But 
there are 36 books, including three 
for Wolcott Gibbs, for individuals. 
They bear such names as Bench- 
ley, Clarence Day (“Life with 
Father”), Emily Hahn, Sally Ben- 
son, Frank Sullivan, Alexander 
Woollcott. Such names as Helen 
Hokinson and Peter Arno and 
Robert Day. 

Some of them, Benchley, Clar- 
ence Day and Woollcott, are dead. 
Others, for all practical purposes, 
are dead too. Nunnally Johnson 
is making movies and presumably 
millions. John Held has turned 
industrial designer. Clifton Fadi- 
man is in radio. 


And Harold Ross, meanwhile, 
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Kentucky Straight 
Bourbon Whiskey 
90 Proof. This 
Whiskey is 7 Years 
Old. 


GLENMORE DISTILLERIES COMPANY, LOUISVILLE, KY.§ 


Special holiday 


bottling in limited 


quantities 


If you have question marks 
on your Christmas list, 
buck up pardner! Here’s 
the perfect answer from 
old Kentucky—a jugful 
of that great Glenmore 
bourbon. It’s a friendly 
gift, cleverly packaged. 
Available everywhere. 


would give several of his surviv- 
ing teeth for a good new humorist 
or two. 


Uses ‘Intelligence Room’ 


Although The New Yorker gets 
thousands of unsolicited contribu- 
tions, including “newsbreaks” and 
miscellany, each week, it has an 
“intelligence room” where several 
people spend their time reading 
newspapers and magazines for 
items to which Ross thinks The 
New Yorker might give fame and 
meaning. There’s also a_  fact- 
checking room, which helps the 
magazine maintain its low per- 
centage of error. 

Ross also is fussy about sug- 
gestiveness. One early cartoon 
which later roused his wrath, 
showed a young couple carrying 
the back seat of an automobile 
to a motorcycle cop, and saying, 
“We want to report a stolen car.” 

Certain policies, such as the 
one which says that no subject— 
horses, let’s say—can be men- 
tioned twice in the same issue, 
complicate matters when scores 
of items totaling 40,000 words or 
more a week are involved. 

The magazine is printed on 43- 
pound stock by the Conde Nast 
Press at Greenwich, Conn., and 
messengers make the one-hour 
run each way 11 times a day. The 
final form closes Monday after- 
noon for Thursday publication, 
dated Saturday. 

Harold Ross lives in Stamford, 
Conn., with his second wife and 
daughter. The pressure, he said, 


II started, but apparently he has 
learned how to take it. Fewer 
New Yorkerites frequent sani- 
tariums for nervous’ disorders 
now. 


Outdone by Texan 


Ross confirmed the story of his 
own visit some years ago to Dr. 
Riggs’ Sanitarium in Stockbridge, 
Mass. This man who claimed to 
be editor of The New Yorker was 
quite a center of interest, until a 
fellow who thought he was preg- 
nant arrived from Texas. 

Against his doctor’s wishes, he 
still smokes cigarets but, for his 
ulcers’ sake, has cut out drinking. 

Not Ross but Shawn suggested 
that the 30,000-word John Hersey 
story on Hiroshima a year ago be 
printed all at once. Ross agreed. 
It ran, to the exclusion of all 
other editorial material except 
“Goings on About Town.” Adver- 
tisers who might have felt out of 
place in this issue were given an 
offer of refund, but none accepted. 
Only a few readers were “disap- 
pointed.” 

An early New Yorker business 
executive who nettled Ross more 
than most was John Hanrahan, 
publication counsel and the maga- 
zine’s first promotion manager. 


started modestly, 
He blames Hanrahan for the 
colored covers. But it was Hanra- 


/han who struck the key for The 
| New Yorker’s long - noteworthy 
|promotion with an ad on “the 
| most personal of magazines,” and 
who helped to get the business 
department going. 


Stands Alone 


Unlike most other latter-day 
publishing successes, The New 
| Yorker has sired no subsidiaries. 
While Luce was launching more 
magazines and the_ radio 
movie “March of Time,” and Wal- 
lace was spreading his gospel 
through 14 foreign editions of the 
| Digest, The New Yorker continues 
| to be the sole product of New 
Yorker Magazine, Inc. Profits 
from various “New Yorker” al- 
|bums and collections have gone 
|not to the magazine but to the 
| contributors. 
| The only indirect by-product 
| was the corporation’s $600,000 in- 
_vestment, some 15 years ago, in 
|Hanrahan’s Stage. Ross thought 
|\“the whole thing was crazy. Even 


has been greater since World War | 


Ross thinks they should have) 
as a monthly. 


and 
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if Stage had succeeded we would 
only have set up a competitor.” 
But it was Hanrahan who got 
Spaulding and Bowen to give up 
good jobs to join the new maga- 
zine, both in April, 1925. Spaul- 
ding had been business manager 
of Town & Country and Bowen 
vice-president and business man- 
ager of the Outlook. On Feb. 1, 
1926, E. Melville Price, who had 
conducted his own magazine rep- 
resentative business in Boston, 
was added. Price for years has 
been advertising manager. 
Bowen and Price are no less 
choosy about space salesmen than 
Ross about writers. New Yorker 
peddlers have to be good. 


Choosy on Ads, Too 


Oftener than not their editorial 
department is making’ cracks 
about their best customers, from 
the Waldorf-Astoria to the late 
Henry Ford. Also, The New 
Yorker is expensive, about $7.05 
a page a thousand as compared 
with the current mass magazine 
average of $2.67. Also, again, The 
New Yorker will not accept ad- 
vertising of various products, such 
as depilatories, laxatives and 
feminine hygiene products. 

Its leading classifications are 
alcoholic beverages, cosmetics and 
retail stores. The magazine was 
an early champion of Repeal. The 
effect of this, however, was largely 
nullified, about the same time, by 
its editorial backing of the Tug- 
well bill to regulate advertising. 

And beyond all this, New 
Yorker advertising men have had 
to “educate” advertisers to de- 


velop copy and art in keeping 
with the spirit of the book. 

Although the magazine is turn- 
ing down 50 or more pages of ad- 
vertising in November and De- 
cember because it can’t get enough 
up-to-standard editorial material, 
the report that it maintains a strict 
50-50 editorial-advertising ratio 
(AA erred Nov. 10 in publishing 
it) is not true. This may happen 
in the summer when advertising 
is light, but throughout 1945 the 
ratio was 45 editorial to 55 ad- 
vertising, and throughout 1946, 42 
to 58. Advertising probably will 
bulk even higher in the 160-page 
Dec. 6 issue. 

Virtually “nil” in the first year 
(10 months), Bowen pointed out 
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that the magazine’s advertising 
volume has_ increased fivefold 
from its total of $900,000 in 1927 
to this year’s $4,600,000. The num- 
ber of advertising pages carried 
annually, however, has expanded 
in this period only from 2,500 to 
3,175. The dollar difference is ac- 
counted for mainly by higher rates 
based on expanding circulation, 
and to a small degree, recently, 
on increased cosis. One-time page 
rates have just been boosted 10% 
from $1800 to $1,975, on an 8% in- 
crease in circulation guarantee, 
from 260,000 to 280,000, to take 
effect March 6, 1948. Actually, 
however, the magazine is now de- 
livering 315,000, or a 35,000 bonus 
to advertisers. 


Betters $6,000,000 in °47 


Gross revenue of the then F-R 
Publishing Corporation (F and R 
meaning of course Fleischmann 
and Ross) from advertising, cir- 
culation and other sources in 1945 
was $4,767,144.36, and net profit 
after taxes was $298;593.69, or 
about 5%. 

For 1946 the corporation had 
gross revenue of $6,248,431.84 and 
net profit before taxes of $793,- 
304.77. Even after a $200,000 pro- 
vision for contingencies, the net 
was nearly 10%. In 1947 adver- 
tising and circulation income—re- 
spectively about $4,600,000 and 
$2,000,000—will total about $6,- 
600,000. 

Among The New Yorker’s assets 
of $3,041,176.40 on Dec. 28, 1946, 
were inventories (at cost) totaling 
$177,279.03 of drawings, manu- 
scripts and engravings, and the 
cash surrender value of $27,400 
of “an insurance policy on life of 
(an) employe.” The employe is 
not mentioned. He could be Har- 
old Ross. 

Dividends were increased from 
$2.75 a share for 1945 to $5 for 
1946. The stock at the end of the 
latter period was selling at about 
$55 a share. It has since been 
split three for one. 


‘For Sale’ Rumor Denied 


Reports have persisted recently 
that The New Yorker is for sale. 
But its owners and executives, 
from Fleischmann down, deny 
them emphatically. 

The New Yorker’s name and 
good will are carried on the books 
at the customary $1, and the 
people who make the magazine 
are not listed as assets at all. 

But whoever sought to buy The 
New Yorker would have to reckon, 
among others, with Harold Ross. 
It would take a very special kind 
of buyer to pay his price. 


Appoints Distributor; 
Sets Dri-Spray Drive 


Craig Corporation, New York, 
has appointed Payne & Craig Cor- 
poration, New York, as exclusive 
national sales distributor for the 
new Craig Dri-Spray. Manufac- 
turer of gas heaters for more than 
40 years, Craig has spent 10 years 
of research and experimentation 
on this controlled spray of non- 
toxic powder which eliminates the 
use of liquids. 

Business papers, direct mail and 
point-of-sale . promotion will be 
used to publicize the new printing 


aid to the graphic arts industry. 
Herbert Kaufman Advertising, | 
New York, handles the advertis- | 
ing and public relations for Craig. | 


Starts New Magazine | 


Post Exchange Publishing Cor- | 
poration, New York, has launched | 
a new publication, entitled Mer- 
cado Continental, a merchandising 
magazine for Latin American re- 
tailers of consumer products. The 
;. amne’s 12-time page rate is) 
$160. 


Adds Recording Division | 
Station WDRC, Hartford, Conn., 
has established a recording divi- | 
te n, which will provide a pro- 
pare recording service for 
rtists, advertising agencies, pub- 

li speakers, etc. 


Farm Panel Looks 


for Price Rise 
During 1948 


New YorK—Forty-five per cent 
of the 800 members of the Farm 
Panel of America replying to a 
recent questionnaire expect prices 
of raw farm products to go up in 
1948, while 35% expect price de- 
creases. 

The panel, organized a year ago 
by Dave Thompson, agricultural 
consultant for Grocery Manufac- 
turers of America, expects a price 
decline by 1950, with 66% pre- 
dicting a fall in prices by that 
time. 

When asked what percentage 
drop in prices would be desirable, 


45% replied that 20% would be 
“about right.” Seventy-two per 
cent of the respondents think that 
a government export program is 
necessary to hold “reasonably 
high” price levels, yet only 67.5% 
feel that the present export pro- 
gram helps their business. 

The traditional antipathy of 
farmers toward government con- 
trols was evinced by the 77% who 
answered “No,” when asked: “Do 
you believe that the United States 
can administer succesfully a pro- 
gram of control of prices through 
acreage allotments and marketing 
quotas for a long period of time?” 


Heads Dixie Machinery 
Elmer W. Noxon, vice-president 

of the Dixie Machinery Mfg. Com- 

pany, St. Louis, manufacturer of 


crushing, grinding and pulverizing 
equipment for the rock and feed | 
industries, has assumed the presi- 
dency of the company following | 
his purchase of all the outstand- 
ing stock. H. H. Storck was re- 
elected secretary and J. L. Ley- 
kam was elected treasurer. 


Plans Newspaper Plant 


| 560 kilocycles. 
tion is 
| | building. 


located 


The 500-watt sta- 
in the Kramer 


ORDER 


The New York Journal of Com- 
merce has purchased a_ 12,000 
square foot plot on Worth St. near 
Broadway for the construction of, 
a modern newspaper plant. | 


WGAI Begins Operations | 

Station WGAI, Elizabeth City, 
N. C., owned and operated by Ad- 
vance, Inc., headed by Herbert 
Peele, publisher of the Elizabeth 
City Daily Advance, went on the, 
air last month, at a frequency of 
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If you, too, missed the news that Ba 
families bigger, get wise: 


Itimore is 57,620° 


Now more than ever, to cover bigger Baltimore, you 


need the biggest paper — 194,063 


City Zone circula- 


tion among 321,158 families, and the News-Post total 


circulation is 221,127. 


*Sources: Director of Statistical Section, Baltimore City Health 
Department; Building Engineer, Baltimore County; Super- 
visors of Assessments, Howard and Anne Arundel Counties. 
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Food Brokers’ 
Advisory Units 
Aid Ad Planning 


New YorK—Some of the nation’s 
major food packers are quietly 
calling in brokers from all over 
the country preparatory to step- 
ping up advertising and product 
promotion, according to National 
Food Brokers Association. 

Formation of these informal 
prokers’ “advisory committees” is 
for the most part a closely guarded 
secret, but their existence was 
freely admitted at a trade session 
here Wednesday by NFBA Presi- 
dent Watson Rogers. 

Mr. Rogers told the brokers’ 
section of the New York Associa- 
tion of Food Distributors that 
many nationally known food man- 
ufacturing companies have estab- 
lished such committees to aid in 
sales and advertising planning, 
and that the committees are bring- 
ing back reports of substantial 
food industry advertising increases 
in prospect for 1948. 


Started Last Year 


Formation of such committees 
started about a year ago, it was 
learned, with large firms taking 
the initiative. ‘This procedure,” 
Mr. Rogers said, “affords the man- 
ufacturer the benefits of the spe- 
cialized local knowledge of his 
brokers in various markets. 

“It enables the manufacturer to 
harness the brokers’ interest and 
experience in preparing sales and 
advertising plans, instead of 
merely carrying them out.” 

Few companies have announced 
creation of these committees, 
largely to avoid jealously among 
their brokers, and to save embar- 
rassment to brokers who carry 
several lines. One of the few to 
proclaim its activity was Dr. Phil- 
lips Canning Company, Orlando, 
Fla.. which specializes in fruit 
juices. 


Study Agency Plans 


National Food Brokers Associa- 
tion said that one large company 
had called in half a dozen brokers 
lo sit down with its advertising 
agency and study its proposed 
1948 advertising and merchandis- 
ing plans. 

Each .broker was supplied with 
acopy of the agency presentation, 
and invited to offer suggestions in 
the light of local experience. 

Mr. Rogers said that peak con- 

sumer income and the end of ra- 
lioning had resulted in a marked 
shift toward consumer buying by 
brand name. By calling in their 
local brokers, food manufacturers 
and distributors are able to in- 
Sure the popularity of branded 
foods. 
He argues that the broker con- 
Sultant groups constitute “one of 
the many plus values” of broker 
‘Sales representation. “Their in- 
fluence in shaping management 
policies promises to write a new 
thapter in the comprehensive 
lanning of food advertising and 
Sales promotion techniques,” he 
said. 


Pogue Appoints Grover 


William Grover, operator of 
Grover Displays, Cincinnati, has 
been appointed display director of 
H. & S. Pogue Company, Cincin- 
nati, effective Jan. 1. He succeeds 
Cogswell Cromwell, who will rep- 
resent his own organization in the 
East, designing, manufacturing 
and selling display properties 
throughout the country. 


KTSA Appoints Thompson 


N. E. Thompson, formerly pro- 
gram director of Station KFYO, 
Lubbock, Tex., and commercial 
manager of Station KGNC, Amar- 
illo, Tex., has been appointed pro- 
gram director of Station KTSA, 
San Antonio. Robert E. Clark, 
formerly with Station KLDK, Del 
Rio, Tex., has joined the station’s 
sales staff. 


Heads NY 
Marketing Unit 


New York — Harry H. Gould, 
director of research of This Week 
Magazine, has been elected presi- 
dent of the American Marketing 
Association’s New York chapter, 
succeeding Donald E. West, Mc- 
Call Corporation, who as retiring 
president automatically becomes 
a member of the board of direc- 
tors. 

Other newly elected officers are: 
Edward F. Gerrish, director of 
marketing, Marschalk & Pratt, 
vice-president; Charles W. Smith, 
Associate, McKinsey & Co., treas- 
urer; A. Edward Miller, assistant 
director of marketing research, 


Life, assistant treasurer, and Rus- 


bw H. Colley, managing director, 
|A. S. Bennett Associates, assistant 
secretary. 

Molly Paton, research manager 
of Newsweek and AMA secretary, 
was elected last year for a two- 
year term 


a *. 

Polk’s Appoints Tyler 

W. F. Tyler, former model edi- 
tor of Air Trails Pictorial, New 
York, has been appointed advertis- 
ing and sales promotion manager 
of Polk’s Model Craft Hobbies, 
New York. 


Named Agency Chairman 


Kai Jorgensen, art director for 
the past 10 years, has been elected 
chairman of the board and execu- 
tive vice-president of Hixson- 


O’Donnell Advertising, Los An- 


geles. He succeeds G. K. Breiten- 
stein, who has resigned to become 
president of Southern California 
Fish Corporation, Terminal Island. 


926,059 


PEOPLE LIVE WITHIN 


15 MILES of 
OUR TOWER 


Reach This Rich Market 


through CKN N 


Ag NEW WESTMINST[a-ie 


Names Martinsen | 
Richard A. Martinsen, who dur- | 
‘ng the war was a public relations 
executive for the USO, the Na- 
‘onal War Fund and the Nation 
ouncil of YMCAs and for five 
ars was an account executive 
t George Proctor Agency, New 
ork, has been named an account 
xecutive of Ritchie Advertising 
fency, Houston. 


Ppoints Kaplan & Bruck 
The Mirrolike Mfg. Company, 
one Island City, maker of Mirro- 
‘ke furniture polish and floor 
wax, has appointed Kaplan & 
Pruck, New York, to handle its 
hdvertising. 


‘ene ** 
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OF AMERICA’S BEST-READ NEWSPAPERS 


See ie 


Four newspaper food editors among all in the nation 
received top honors at the Annual Newspaper Food 
Editors’ Conference in New Orleans this past October. 
One of the four was Edith M. Barber, 


Food Editor of The New York Sun. 


NEW YORK 


This coveted recognition, won in a nationwide 
competition sponsored by The American Meat Institute, 
was judged “on the basis of service to readers, 
journalistic style, use of pictures, food page makeup, 
presentation of new trends in the food field, and new 
methods of food preparation.” 


The Sun 


Represented in Chicago, Detroit, San Francisco and Los Angeles by 


Williams, Lawrence & Cresmer Company; in Boston, Tilton S. Bell. 
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AP Products to Hakim 


AP Products, New York, manu- 
facturer of photographic equip- 
ment, has appointed George M. 
Hakim Company, New York, to 


-handle its advertising. 


Joins Young Agency 
Leonard M. Ejinsidler, formerly 
advertising manager of Maas Stu- 
dio of Hollywood, a “charm” 
school, has joined M. M. Young 
Advertising, Los Angeles, as an 


account executive. Mr. Einsidler 
will retain the Maas Studio ac- 
count. 


Canadian Ad Linage Up 

The Canadian Daily Newspa- 
pers Association, Toronto, reports 
that daily newspaper advertising 
linage in September, 1947, showed 
an increase of 20.2% over the 
same month last year. National 


advertising showed an increase of | 
14.2%; local, 20.9%, and classified, | 


26.2%. 
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YOU NEED HELP TOO! 


Take the guess-work out of your 1948 planning for the St. Paul 


half of the 9th Market. 


The 1947 Consumer Analysis shows what 3,000 St. Paul families 


think about your product and 


1,553 others. 


This 176-page analysis is available now. Write for your FREE 


copy today! 


+ 


it will be helpful if you moke your request on your business lefferneed. 
National Advertising Department 


ST. PAUL DISPATCH-PIONEER PRESS 


St. Paul 1, Minn. 
RIDDER-JOHNS INCORPORATED 
342 Madison Ave., New York Wrigley Building, Chicago Penobscot Building, Detroit 


ST. PAUL DISPATCH-PIONEER PRESS 
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JAHN & 


OLLIER 


&E NGRAVING Co. 
MONROE 7080. 


ITU and Locals 
Hit by Printing 
Industry Charges 


| PIA Files Action 
with NLRB; Vets 
Replace Strikers 


New YorkK—The_ smoldering 
fires of commercial printers’ re- 
lations with the International 
Typographical Union flashed into 
flame last week. The Union Em- 
ployers Section, Printing Industry 
of America, reported that it had 
filed with the National Labor Re- 
lations Board here, charging that 
the International Typographical 
Union has refused to bargain. 

Employer associations in New 
York, Chicago and Detroit joined 
in the suit, and it is expected that 
the complaint will be amended to 
include additional cities. 

The PIA said the charges arose 
from the ITU “no contract” policy 
dating back to Aug. 23, the effec- 
tive date of the Labor-Manage- 
ment Relations Act. Gerard Reilly, 
former NLRB member, is attorney 
for the Union Employers Section. 
He puints out that the action dif- 
fers ircm that filed by the Ameri- 
can Newspaper Publishers Asso- 
ciation in Cincinnati against the 
ITU in that PIA’s suit joins the 
local groups (now actively en- 
gaged in negotiation) with the 
national representative of the em- 
ployers. 


‘On Constructive Level’ 


Mr. Reilly emphasized that the 
suit was instituted “on a con- 
structive level,” and is “in no 
sense an attack on the union or 
its members .. . true collective 
bargair.ing was, in fact, the aim 
of employers at all times.” 

Specific charges: 

(1) That the ITU’s policy dates 
from its convention and “the es- 
sence of this policy is to refuse to 
bargain collectively or make con- 
tracts with employers. Instead, 
the union proposed to dictate to 
employers conditions of employ- 
rent which would preserve the 
closed shop, right to enforce the 
union’s ‘laws’ on employers, and 
right to engage in strikes over 
jurisdiction and impose the sec- 
ondary boycott”; 

(2) Local unions were in- 
structed to enforce the “no con- 
tract” policy, and that the policy 
is carried out by ITU national 
officers and local unions; 

(3) That ITU has insisted that 
employers adopt or accede to 
posted “conditions of employment” 
set by the union or execute con- 
tracts in violation of the Taft- 
Hartley Act; 


No ‘No-Strike’ Offer 


(4) That the ITU has refused 
to enter into collective bargaining 
for a definite term (a 60-day 
clause has been offered), that the 
union has refused to submit bona 
fide proposals for a contract or 
counter proposals to those of em- 
ployers, that the ITU has avoided 
any agreements with employers; 


to enter into any no-strike clause 
or to agree to prevent the con- 
certed interruption of production 
“as was the previous union cus- 


'erced employers with threats of) 
i;concerted refusal to work if em- 
ployers “refuse to discriminate 
against those seeking employment | 
other than through the union,” 
and that the ITU has threatened 
locals with revocation of charter 
or revocation of membership if 
they do not conform strictly with 
union policy. 

The printers association pointed 


(5) That the union has refused | 


tom,” and that the union has co- | 
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out in a booklet called “The ITU 
policy on collective bargaining 
and how it affects the commercial 
printing industry” that by Dec. 1 
contracts in Chicago, New York, 


Los Angeles, St. Louis, Detroit, 
Cincinnati, Cleveland, Baltimore, 
Philadelphia, Indianapolis, At- 


lanta, Seattle, San Francisco and 
Pittsburgh, as well as_ several 
smaller cities, will have expired. 


No Casual Relationship 


The pamphlet makes a plea for 
contractual relationships, pointing 
out that some employers may 
favor the “casual relationship 
which could result from the new 
ITU policy,” on the theory that it 
would be the first step “in break- 
ing down the power of the unions 
and eventually eliminating them.” 

“But since the union employers 
in the commercial printing indus- 
try do not contemplate getting rid 
of the ITU, and have geared their 
whole operation to union shop 
conditions, they feel that they 
have a right to a conventional 
contract (which) is the best pro- 
tection for the union and for the 
men themselves. .. In most cases 
where the union has a grievance 
under the contract, all it must do 
is call the attention of the em- 
ployers’ association to the griev- 
ance in order to get an adjust- 
ment. Mutual responsibility under 
contract has served to bring about 


ems...” 


‘No Desire to Fight’ 


. If the officers of the ITU 
would recognize that the union 
employers are not out to break 
the union . . . there would be no 
need for the union. to adopt a 
supermilitant position and stir up 
an industry which has no desire 
to fight with labor,” the pamphlet 
said. 

“Without contracts or with the 
60-day ‘sudden death’ type of con- 
tract,” the pamphlet continued, 
“no employer can plan for the 
security of his business and the 
jobs of his employes. The indus- 
try has traditionally stabilized 
itself on the basis of accepted 
labor conditions. Uncertain or 
shifting labor conditions would 
create chaos in planning for sales 
and employment.” 


VETS REPLACE STRIKERS 


ROCKVILLE CENTRE, N. Y.—James 
E. Stiles, publisher of the Nassau 
Daily Review - Star, announced 
Nov. 22 that he had hired 35 
World War II veterans, including 
women, to replace the 31 striking 
members of the International 
| Typographical Union, off the job 
since Nov. 10. 

Four days before his announce- 
ment, the American Newspaper 
Publishers Association requested 
permission to intervene in the 
case filed by Mr. Stiles against 
the ITU local. A hearing will be 
held Dec. 15, and Mr. Stiles said 
he welcomed ANPA’s action. 

Mr. Stiles emphasized that the 
35 veterans had been hired per- 
manently, that they would be 
trained for the work, and that the 
newspaper is continuing to be 
published (AA, Nov. 17). He said 
strikers were still free to return 
to their jobs, but repeated that 
the veterans were hired on a per- 
manent basis. 

Also pending is a suit for $200,- 
000 which the publisher has 
brought against the union. The 
union still says it regards the 
Daily Review-Star situation as a 
| “lockout,” not a strike. 


‘Goodyear Names Weber 
Allan Weber, who has held| 


sales posts in Philadelphia, Balti- | 


more, Richmond and Atlanta for 


|Goodyear Tire & Rubber Com-| 


pany, Akron, has been appointed 
| special railroad representative in 
| the eastern U. S. for the company. 
He succeeds R. B. Warren, who 
was recently named Pittsburgh 
district manager for Goodyear’s 
mechanical goods division. 


reasonably peaceful labor rela-| 


1947 


Five Name Weisser 


Joseph R. Weisser Company, 
Boston, has been named to direct 
the advertising of O’Donnell Shoe 
Company, Lynn, Mass.; Bond- 
Rite Company, Cambridge; Theise 
Brothers Company, Boston; Merrj- 
mac Industries, Boston, and John 
Flautt Shoe Company, Lynn. Di- 
rect mail, trade publications and 
national consumer magazines wil] 
be used. 


Gets Furniture Account 


C. N. Snead Advertising Agency, 
Roanoke, Va., has been appointed 
to handle the advertising of the 
Messer Industries, Galax, Va. 
manufacturer of furniture and 
mirrors. Trade publications wil] 
be used. 


Starts ‘Going Places’ 


Sidney H. Pelter, at one time 
with Barron G. Collier, Inc., and 
Bauer & Meyer, will publish Go- 
ing Places, a weekly entertain- 
ment magazine, early in 1948. Of- 
fices are at 420 Lexington Ave, 
New York. 


The JOURNAL 
now offers 
advertisers 
the largest 
circulation in 
its history 
hoth Daily 
and Sunday 


The PORTLAND 
Metropolitan District 


now has the largest 


POPULATION 


in its history 
according to 
Bureau of Census figures: 


April... . . 1940 Census 
406,406 

April, 1944 Sample Census 
531,548 

April, 1947 Sample Survey 
534,422 


You need the Journal to 


sell effectively in Oregon's 
only Major Market...Metro- 
politan Portland and its 
Retail Trading Zone. 


The JOURNAL 


Portland, Oregon 


2nd largest 
Evening Newspaper 


Pacific Parade Group 


Represented Nationally by 
Reynolds -Fitzgerald, Inc. 
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DUNKER'S DREAM — Chelsea Milling 
Co.'s Jiffy doughnut mix gives first 
chance to housewives to make dough- 
nuts in only 15 minutes. The new prod- 
uct is being launched with newspaper 
ads like this, and in other media. 


Chelsea Launches 
Doughnut Mix 


CHELSEA, Micu.— Chelsea Mill- 
ing Company has launched its new 
Jiffy doughnut mix with 800-line 
space in newspapers in a number 
of metropolitan markets. The 
campaign is being extended na- 
tionally as rapidly as distribution 
plans and production permit. 

Radio spots, point-of-sale ma- 
terial, direct mail and trade pub- 
lications also are being used. 

Jiffy opening ads declare, “Serve 
piping hot home made ‘Jiffy’ 
doughnuts in 15 minutes.” The 
mix requires only addition of 
water, and frying. 

Chelsea told AA that with in- 
troduction of Jiffy doughnut mix, 
it is now the only milling com- 
pany with national distribution of 
a complete line of prepared flour 
mixes. Other Chelsea products are 
Jiffy pie crust, Jiffy biscuit mix, 
Jiffy hot roll mix and Jiffy bread 
mix. 

L. W. Roush Company, Detroit 
and Louisville, handles the ac- 
count. 


Buys ‘Chico Record’ 


The Enterprise, Chico, Cal., eve- 
ning daily, has purchased the 
Chico Morning Record. A. W. 
Bramwell, Enterprise publisher, 
will be president and publisher of 
both properties. George D. Close, 
Inc., will represent both papers in 
the national field. 


Increase Ad Rates 


Effective April, 1948, Chatelaine 
and Maclean’s, Maclean - Hunter 
Publications, will increase their 
advertising rates. The basic page 
tate for Chatelaine will be in- 
creased from $1,600 to $1,760, 
Maclean’s from $1,700 to $1,880. 


Pan-Am Appoints Roscoe 


J. V. Roscoe, former assistant to 
the vice-president of the Pacific- 
Alaska division of Pan American 
Airways, New York, has been ap- 
Pointed assistant to Howard B. 

ean, administrative vice - presi- 
dent of the airline. 


Gets Prefab Account 


M. R. Kopmeyer Company, 
Louisville, has been appointed to 
handle the advertising of Murdock 

omes, Louisville, distributor of 
General Plywood homes. Direct 
Mail, newspapers and radio will 
€ used. 


Buildings’ Moves 
The advertising and editorial 
Offices of Buildings, formerly 


Sales Execs Elect 


Arthur N. Brambaugh, branch 
manager of International Busi- 
ness Machines Corporation, has 
been elected president of the Se- 
attle Sales Executive Club. Other 
officers are Harry Batchelder, 
sales manager, central division, 
Puget Sound Power & Light Com- 
pany, vice-president; Robert C. 
Story, Seattle Chamber of Com- 
merce, secretary, and Robert F. 
Rutherford, sales manager, fresh 
milk and ice cream division, Car- 
nation Company, treasurer. 


Cole Promotes Campbell 


E. Hamilton Campbell, man- 
ager of advertising and sales pro- 
motion of Rex Cole, Inc., Long 
Island City, has been appointed 
vice-president in charge of mer- 


General Mills 
Suggests Cooker, 
Iron as Greetings 


MINNEAPOLIS — Two new ways 
to suggest Merry Christmas, ac- 
cording to current General Mills’ 
appliance department advertise- 
ments, are to “say it with” either 
a GM PressureQuick pressure 
cooker or its Tru-Heat electric 
iron. 

Full-page, full-color ads with 
this suggestion will run in The 


Saturday Evening Post Dec. 6 and |. 


in This Week Magazine Nov. 30. 

General Mills is furnishing 
easel displays of the ads to re- 
tailers, on request, as well as tie-in 


is in line with the company’s pol- 
icy of “Merchandise the advertis- 
ing after you advertise the mer- 
chandise.” 

The promotion to dealers 
stresses the importance of Christ- 
mas sales of the two items. 


Gibney Heads J. C. Bull 


Robert A. Gibney, who has been 
associated with J. C. Bull, Inc., 
New York, since 1932, has suc- 
ceeded Jerome C. Bull as presi- 
dent of the company. Mr. Bull 
becomes chairman of the board. 


WNIR Starts Operations 


WNUJR, a new 5,000-watt station 
in Newark, went on the air for the 
first time last month. The station 
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Inc., a subsidiary of the Newark 
News. Edward W. Scudder Jr. is 
president of tke radio company 
and Otis P. Williams is manager 
of the station. 
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top-rated CBS shows. 


coverage in Scranton — Wilkes -Barre...the 
nation’s prosperous 19th market. A word 


to the market-wise is sufficient! 


( Figures from Hooper Station Listening Index — Oct. 1946 , 


Here’s what famous Billboard 
Magazine found out about WGBI in its Con- 


tinuing Program Studies: 


WGBI led all stations in delivering 


Bonus Audiences. 


WGBI delivered 76.6 Bonus Points 


over the National Average. 


WGBI led the next highest station 
by 19.3 Bonus Points. 


WGBI led all stations on 4 out of 5 


That’s coverage! And on WGBI, it’s 


through Feb. 1947) 
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Calls Letter Typical 
of Futile Approach 

To the Editor: Mr. Bedell’s let- 
ter in your Nov. 10 issue is one of 
the most interesting you have 
published in a long time, even 
though it fails to live up to your 
headline, “Bedell Has New Slant 
on Labor Productivity.” The in- 
teresting aspect of Mr. Bedell’s 
letter is the vividness with which 
it typifies the viewpoint that has 
made almost all recent pro-busi- 
ness propaganda so agonizingly 
futile. 

Mr. Bedell is trying to be both 
fair and thoughtful, for when he 
asks us to forget for a moment the 
sins of management, he points out 
that there is a great deal to be 
forgotten, but as the basis for a 
presentation of a viewpoint on 
labor relations his request is very 


This department is a reader’s forum. 


I. 


hi 


similar to that of a man on trial 
suggesting that the court forget 
about the whole thing. For that 
is precisely what cannot be done. 
The future is malleable but the 
past is adamantine and inescap- 
able. No water is ever over the 
dam. No history is ever ancient. 
Every event that occurs anywhere 
at any time affects all succeeding 
events for all time. 

The examples of industries 
where men of good will predomi- 


Letters are w 


nate seem fair enough except 
that their apparent virtue rests 
on conditions prevailing in 1939. 
So we ask, “What was so good 
about 1939?” I have no statistics 
at hand, but my memory tells me 
that it was pretty sour. And Mr. 
Bedell’s examples cannot be 
rightly considered unless it is| 
pointed out that bread and milk 


|prices are subjected to very close 


elcome. 


government scrutiny and _ that 
these industries operate in a 
hyper-political environment, while 
gasoline and electric irons are 
retailed in a highly competitive 
market. But how about steel, re- 
frigerators and automobiles? 

The examples which Mr. Bedell 
has chosen to typify the “dishon- 
est enemies of the republic” are 
very unfortunate for I cannot see 
how less type-setting, especially 
of the sort of drivel that charac- 
terizes the daily press, can be 


| other than beneficial to the re- 


public, no matter by what means 
this boon is brought about. In 
the other case, the experienced 
ear detects the Uriah Heeping of 
God’s most unlovely creatures, the 
realtors. 

Mr. Bedell’s contention that the 
cost of housing is outrageous and 
morally indefensible is absolutely 
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correct, but of the many factors 
in this disgraceful situation, the 
featherbedding of the mason and 
plasterer is the least. There 
would be small point in the 
unions adopting a generous atti- 
tude so long as the realtors, the 
politicians, the dishonest con- 
tractors and the less admirable 
manufacturers are permitted to 
suck the life blood of the com- 
munity. 

Mr. Bedell’s moral treatise is 
subject to similar criticisms. The 
identification of honest people 
and slackers is always a matter 
of opinion. 

If America became “great by 
giving the public—the American 
worker—eternally more for his 
dollar,’ I want to know who 
“America” personifies. If he 
means the industrial giants of the 
19th century, the era in which 
America grew economically great, 
I suggest that he recheck his data. 
To my knowledge they gave the 
public as little as possible unless 
Mr. Bedell is thinking of li- 
braries. 

I am also surprised to learn 
that smart people believe in earn- 
ing what they get and that to 
think and act otherwise is sub- 
versive. If we are to believe the 
advertisements, “something for 
nothing” is the great American 
credo. If this thoroughly demo- 
cratic sentiment is subversive, 
stupid and dangerous, then the 
only logical corrective is to abol- 
ish democracy. 

The treatise ends with an ex- 
hortation to admen to take steps 
“to preserve the republic” and to 


help “raise the active level of 
citizenship in the republic.” In 
this instance Mr. Bedell was 


merely obeying one of the recog- 
nized rules of show business; he 
was evidently trying to be funny, 
to “leave them laughing” as he 
made his exit. 

Nevertheless, and despite my 
criticisms, Mr. Bedell is basically 
correct. The problem is essen- 
tially moral whether we choose 
to approach it as politics, law or 
economics. For all of these sci- 
ences are basically moral—that is, 
they depend for their validity and 
effectiveness upon their coinci- 
dence with the collective senti- 
ment of the community. 

Economics, upon which business 
men are depending for their sal- 
vation, is essentially a moral sci- 
ence. No economic theory can hold 
up which outrages the moral sense 
of the community. Our orthodox 
economic thinking is built upon} 


public acceptance of the doctrine | 
‘of property rights. If that prem-| 
‘ise is denied, all of our economic 
‘theories go by the board. And 
yet we have no clear definition, | 
even in the writings and speeches | 
of the most fervent supporters of | 
the capitalistic system, as to just) 
what those property rights con- 
sist of and how far they extend. | 

The worker looks upon his job 
as property and when its value is 
|threatened, he rebels. Manage-| 
‘ment does not accept this view-| 
point and therein lies the area of 
irreconcilable disagreement. Each 
\side takes steps to strengthen its} 
Position and in the process pub- | 
lic morality is outraged by both | 
sides. 

The worker who restricts pro- 
duction in order to stretch out) 
a job feels no more culpable than | 
the manufacturer who does the 
| same thing in order to stretch out 
the demand for his product. A 
moral code that plays favorites is | 
untenable, especially when both 
|parties are armed and willing to 
| fight, and that is precisely the 
| Situation in which we find our- 
selves. We have no moral code 
|or standards that are accepted by 
'both management and labor and 
|consequently we find no more 
profitable employment for our 
|propaganda than calling names, 
|such as slacker, saboteur, enemy 
'of the republic, etc. ad nauseum. 
What the disagreement between | 


| company 


management and labor calls for is 
a clear, concise and unequivoca] 
definition of cheating that wil) 
apply with equal force at all eco. 
nomic levels. Once this definition 
is promulgated and accepted by 
both sides, cheating will fall into 
the moral category of, for ex- 
ample, sodomy, and will quickly 
go out of fashion unless, as some- 
times happens to the best laid 
plans, the idea backfires and 
sodomy is zoomed into popularity, 

There is the problem in a nut- 
shell. It is conceivable that man- 
agement could take the lead and 
inaugurate a new decalogue and 
most certainly the dynamic young 
leadership of the labor movement 
has the wherewithal were it so 
minded. But a moral renaissance 
sparked by the advertising fra- 
ternity—that’s a joke, son! 

I. S. MATTINGLY, 
Stamford, Conn. 


v ¥ 
Wants More Discussion 
of Economic Problems 


To the Editor: I would like to 
see more letters discussing eco- 
nomics, such as that by Clyde 
Bedell in the Nov. 10 ADVERTISING 
AcE (incidentally Reader’s Digest 
this month reproduces his pam- 
phlet article “Look, Brother— 
Your House Is on Fire’). His 
views on labor productivity today 
are pretty well shared by those 
who have contact with large num- 
bers of workers. 

However, there are among 
manufacturers poor “producers” 
as far as the public is concerned, 
and the National Association of 
Manufacturers is not helping their 
case or that of its other members 
by advocating that the profit mar- 
gin on dollar sales is the most di- 
rect method of measuring profit 
as a part of price. The NAM 
would forget investment entirely. 

This method might be an equi- 
table application for goods whose 
turnover occupies long periods. If 
applied to products which turn 
over every few days or every few 
weeks, even a few pennies of 
profit on each dollar of sales 
would yield enormous returns on 
the capital invested. In such cases, 
where are the benefits for the 
public of our vaunted private en- 
terprise? 

Before me is the report of Wes- 
son Oil Company for its fiscal 
year ended Aug. 31. Profits, after 
all charges, were $14,666,726, com- 


/pared to $4,964,631 in 1946. Profit 


per share this year, $23.15; last 
year, $6.51. The net worth of the 
is about $34,500,000. 
Sales increased in 1947 about 53%; 
earnings increased 255%. 

Or take American Woolen Com- 
pany. In 1946 the company earned 
$21.86 per share on 863,000 com- 
mon shares or nearly $19,000,000. 
This was a gain of nearly 50% 
over 1945, which in turn was 4 
gain of 100% over earnings in 
1944 and 1943. The company’s net 
worth is about $80,000,000. 

The Wesson Oil earnings on sales 
are about 7.6 cents per doliar. 
Those of American Woolen are not 
at the moment available but the 
company was able in the past few 
years to pay off old arrears on its 
preferred stock and in 1946 paid 
common dividends of $12 per 
share. I merely cite these iw0 
companies as those who might be 
beneficiaries under the NAM p!an. 


| There are hundreds of others. 


The American system is s:P- 
posed to produce a lot at low cost. 
It doesn’t always do it. It doe®! 
prevent some companies from ' 
ing advantage of shortages of ™ 
terial or labor. In this way, tey 
are no better than the building 
trades unions which refuse to 4 
mit apprentices to their ranks 5° 
they can run up time-and-a-! alf 
overtime for their members. 

In my opinion the greatest con- 
tribution to free enterprise we ©4” 
all make is to insist that our 1m 
dustries demonstrate a concern tor 
the buying public by refraining 
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from gouging or profiteering be- 
cause shortages have put them in 
the drivers’ seat. Someone should 
remind them of the terrible power 
of an aroused public, of the “over- 
all parades” of the early 1920s; of 
the four million pairs of shoes in 
Grand Central Palace that broke 
the shoe market and the shoe 
gougers, too. Or shall we drift 
along to the tune of “apres moi le 
deluge” (pardon my French)? 

J. B. MILcRAM, 

Brooklyn, N. Y. 


vvwoegy 
Cites Census Figures 
on U.S. Education 

To the Editor: May I respect- 
fully call your attention to what 
is apparently a rather important 
error in your “Salesense in Ad- 
vertising” column of Nov. 17? To 
wit: 

“Remember that only two out 
of 10 Americans past 25 have an 
education beyond sixth grade!” 

The U. S. Census Bureau for 
1940 reports figures widely at 
variance with that statement. 

These figures give the total 
number of persons, 25 and over, 
in the U. S. (1940) as 74,775,836. 
Taking this number as 100%, we 
find: 


No. J 

No School years 

completed 2,799,923 3.7 
Grade School: 

1 to 4 years... 17,304,689 9.8 

5 and 6 years.. 8,515,111 11.4 

7 and 8 years.. 25,897,953 34.6 
High School: 

1 to 3 years... 11,181,995 15.0 

4 years ....... 10,551,680 14.1 
College: 

1 to 3 years... 4,075,184 5.4 

4yearsormore 3,407,331 4.6 
Not reported . 1,041,970 1.4 


Median school "years completed: 
84 (half-way through freshman 
high school). 

I think this is especially impor- 
tant when you’re telling advertis- 
ing men the type of intelligence to 
which they should be directing 
their sales appeal. The figures 
above include urban, rural-non- 
farm, and rural-farm: everybody, 
male and female, native white, 
foreign-born white, other races, 
including Negro. 

Doesn’t that make a difference 
in your selling pitch? 

JAMES COLVIN, 
Arlington Heights, Ill. 


 o% 
Stamps Editorial Okay 

To the Editor: Your editorial 
“Public Relations and Profit” ap- 
pearing in your Oct. 6 issue de- 
serves a word of commendation. 
Let’s hope that it gets serious con- 
sideration from business manage- 
ment generally. 

S. E. VorAn, 

Advertising Manager, Parker 

Appliance Company, Cleve- 

land. 


Wonders What Ad-libber 
Thinks of Glenmore Ad 


To the Editor: On Page 12 of 
the Nov. 17 issue of ADVERTISING 
Ace, Ad-libbing covers various 
types of liquor advertising and 
mentions, among others, our Ken- 
tucky.Tavern. I am rather forced 
to agree with his thinking in re- 
Sard to the use of the words “mel- 
low,” “distinctive,” “smooth,” 
‘tich” ete. I get a little sick of 
reading them myself. 

Just as a matter of information, 
I wonder what he will have to say 
about our December advertise- 
ment, proof of which is attached. 
I would be interested to know 
Whether he thinks there is any 


‘Advertising Must 
Extend Itself to 
New Fields’: Gale 


Boston — Advertising must do 
more than contribute to the dis- 
tribution of goods, according to 
Samuel C. Gale, vice-president in 
charge of advertising and public 
services of General Mills. 

Speaking before the Boston Ad- 
vertising Club, Mr. Gale declared: 
“Advertising will contribute to the 
growth and understanding of such 
services as financial, educational 
and health, and it will contribute 
to the growing problem of better 
understanding and cooperation be- 
tween management and employes.” 


Moreover, Mr. Gale asserted, 
“advertising can and should con-| 
tribute to the most vital thing of 
all, the development of an inter- 
national understanding which will | 
lead to the maintenance of world 
peace, without which none of our 
other goals can possibly be at- 
tained.” 

“In order to merit its present 
position in our economy and pro- 
vide itself with a greater oppor- 
tunity,” he said, “advertising must 
render more service.” 


Chen Yu to Mack Agency 


Norman A. Mack, Inc., New 
York, has been named advertising 
and public relations counsel for 
Chen Yu, Cloud, Silk and 5 Day 
deodorant by Associated Products, 
Inc., Chicago. 


To Sanger-Funnell 


Colgate Mfg. Corporation, 
Amityville, L. IL, fabricator of 
light metal products, has ap- 


pointed Sanger-Funnell, Inc., New 
York, to handle its advertising. 
Newspapers, business papers and 
direct mail will be used. 


Kandell Names Granville 


Henrietta Granville, formerly 
with Macy’s and Lord & Taylor, 
has been placed in charge of 
sales promotion and publicity of 
Kandell, Inc., New York. 


Curtis Promotes Dobson 


DeWitte Dobson, an advertising 
salesman in the Chicago office of 
Curtis Publishing Company for 
The Saturday Evening Post for 
the past 22 years, has been named 
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manager of the company’s San 
Francisco office. He succeeds Mor- 
ton Bailey, who has been trans- 
ferred to Philadelphia as manager 
of the Post (AA, Nov. 17). 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
yeloping sales prospects on- certain 
types of products and services. 

New Booklet No. 10 “How Business Uses 

Clippings” tells the whole story 


BACON’S CLIPPING BUREAU 


weers* ben 
PAPE 


GENERAL 
PERS MAGAZINES 


314 ‘fe Pace St.. Chicago 4 


It’s a whale of a big operation, calling for day-by-day buying, 


more meat in its presentation and 
In what it has to say. 

A. P. BONDURANT, 
Vice-President and Advertis- 
ing Director, Glenmore Dis- 
tuleries Company, Louisville. 
Editor’s Note: The Glenmore | 

ad to which Mr. Bondurant calls | 
the Ad-libber’s attention appeared | 
in AA’s Photographic Review of 
the Week, Nov. 17.] 


America’s retailers are selling this year . 


BUSINESS aren Gives 


Seven billion dollars worth of home furnishings! That’s what 


day-by-day selling. And so, naturally, the retailer's demand for 
fast, complete business news is at an all-time high. He knows that 
business news means business... .1F he gets it while it’s still news, 


while there’s time to act on it. 


There’s just one business paper in the home furnishings industries 
that’s geared to give him such news service. That’s RETAILING, the 
only twice-weekly home furnishings business paper in the nation. 
Only RETAILING keeps pace with the trade’s fast-breaking news 
and developments. Only RETAILING reports it fast enough for 


retailers to make maximum use of it. 


That’s why more retailers read and rely on RETAILING than any 
other home furnishings business paper in the nation. If you're sell- 
ing a home furnishings product, aren’t these the people your busi- 
| ness ads should be reaching? 


+ 
AMERICA’S a HOME FURNISHINGS BUSINESS PAPER - 


. . right now. 
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Buy Peoria Radio Firm 


Homer D. Morrow and Myron 
A. Reck, formerly with Station 
WCFL, Chicago, have purchased 
the Central Illinois Radio Cor- 
poration, Peoria, Ill, licensee of 
Station WWXL, 1,000 watt re- 
gional in Peoria. Terms of the 
agreement and transfer of control 
of the corporation are subject to 
approval of the Federal Communi- 
cations Commission. 


BEGINNER'S LUCK ? 


Yo! uy amateur can set 


FOTOTYPE 


All letters in each line ore quickly as- 
~ sembled and automatically aligned in 
“Special composing stick ready to paste 


to the finished ort. ideo! for heads... . 
Available in transparent or opaque 
letters. This ad set with Fototype in just 
minutes! WRITE FOR FREE CATALOG. 
Fe IE had BB tere. 
al oi —_<__ At 
1415 ROSCOE S¥., CHICAGO 13 


‘Cobbs’ Florida 


Orange’ Makes Bow 
at Bottlers’ Show 


Kist, Dr. Pepper 
Expand Ad Plans; 
Mavis Makes Bid 


ATLANTIC CiTy—With appro- 
priate fanfare, a new soft drink 
was introduced to the trade, an- 
other company announced a new 
general flavor line and at least 
two other firms revealed plans for 
expansion of their promotion pro- 
grams during the 29th annual con- 
vention of the American Bottlers 
of Carbonated Beverages here. 

Most aggressive, as expected, 
was the launching of Henry Cobbs’ 
“Cobbs’ Florida Orange” (AA, 
Nov. 3). Mr. Cobbs, officially ig- 
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nored by the convention, hired a 
Boardwalk store near Convention 
Hall and plugged his non-car- 
bonated orange drink with full- 
page ads in the two local news- 
papers, Atlantic City Press & 
Union and World, orange balloons 
bearing the Cobbs imprint, which 
were distributed to Boardwalk 
strollers, and a recorded version 
of a singing commercial. 

At  convention’s end, Cobbs’ 
aides reported close to 2,000 ap- 
plications for franchises, and 
hinted at near-consummation of a 
contract for a fabulous number of 
cup-vending machines to be in- 
stalled in theater lobbies. 


Slogans Promote Drink 


Mr. Cobbs, who ran $10 and a 
hand - operated orange squeezer 
into a $2,000,000 citrus processing 
and packaging industry in Florida, 
broke out with a rash of such 
slogans as “An Orange in Every 
Bottle” and “Sip Some Sunshine.” 

His newspaper ads, decorated 
with the imprint of “Mr. Ponce,” 
a smiling, paunchy conception of 
Ponce de Leon, prdmised that 
bottlers who qualify for a Cobbs 
franchise “will be supplied with 
a complete merchandising pro- 
gram,” including point-of-sale ma- 
terial, radio, newspapers and out- 
door advertising. 

Representatives of Cobbs said 
that the next series of trade pub- 
lication advertisements will stress 
the bottlers’ response at the con- 
vention. 

Flavorex Company, Baltimore, 
Md., announced development of 
the “Dandy” flavor line, and both 
Dr. Pepper and Kist revealed 
plans for stepped-up advertising. 


Uses Same Bottle 


The Dandy line cuts costs by 
using the same bottle for all 
flavors, indicating the flavor by 
the bottle cap. The red-and-white 
trademark is a head of Jim Dandy 
wearing a striped top hat and a 
flowing bow tie which carries the 
name Dandy. 

Citrus Products Company, Chi- 
cago, manufacturer of Kist con- 
centrate, said its 1948 advertising 
campaign will be geared to the 
pace of its expansion. Kist has 
opened 47 new franchises in 22 
states in the past year. 

Plans, still in the embryonic 
stage, call for use of outdoor, 
newspapers and radio. Point-of- 
sale material will include litho- 
graphed full-color signs and 


counter pieces in various sizes, 
and displays in Spanish for Latin 
American bottlers. 

Dr. Pepper Company, Dallas, 
which has determined to go na- 
tional, also plans to enlarge its ’48 
advertising program. Already ad- 
vertising in such national maga- 
zines as Life, the company an- 
nounced it will add several more 
magazines to its string. 


Guth Back in Field 


Although not present at the 
convention, Charles G. Guth, Bal- 
timore, ran full-page ads in the 
Atlantic City papers seeking bot- 
tlers for Mavis cola. His first- 
person ads proclaimed that “I 
have contributed more to the suc- 
cess of the soft drink industry 
than any man alive.” 

Mr. Guth announced that he was 
the second largest cola manufac- 
turer in the world, and that 
through his efforts the courts 
ruled that no one had exclusive 
rights to the name “Cola.” 

“Due to litigation I retired from 
the cola business for five years,” 
the ads said, adding that Mr. Guth 
has a new cola syrup plant and 
“wishes to contribute further to 
the success of the soft drink in- 
dustry throughout the United 
States.” 

Mavis cola, he promised, will 
be locally and nationally adver- 
tised. . 

At the convention, beverage 
manufacturers and bottlers weren’t 
content with the usual good will 
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advertising of sample distribution. 
Pepsi-Cola Company, for instance, 
leased the animated electric sign 
on Steel Pier, closed for the win- 
ter, and another company had a 
Frankensteinian creature parading 
the Boardwalk, labeled “Not a 
Man of Distinction.” 


Names Poster Winners 


Winners in the association’s out- 
door poster contest were an- 
nounced at the closing session, 
with merchandising award plaques 
presented to Sparkletts Drinking 
Water Corporation, Los Angeles; 
Orange-Crush Company, Chi- 
cago; Pepsi-Cola Company, Long 
Island City, and Coca-Cola Com- 
pany, Atlanta. The top four were 
selected from among 14 finalists 
in an original field of 35 entries 
submitted by individual bottlers 
and parent companies. 

The bottlers approved a resolu- 
tion declaring that “industry and 
commerce have been confronted 
with unnecessary and arbitrary 
prohibitions against the erection 
and display of advertising matter 
along the public highways.” They 
offered to cooperate in any move- 
ment having for its purpose the 
promotion of scenic values along 
the highways, and of highway 
safety, in their relation to high- 
way advertising. 

The resolution concluded by 
urging on “other groups and or- 
ganizations the avoidance of un- 
necessary and unjustified restric- 
tions on the reasonable use of 
outdoor advertising, and to the 
end that due recognition shall be 
given by them to the vital im- 
portance of all forms of adver- 
tising in the promotion of domes- 
tic industry and commerce, and 
to the economic welfare of our 
communities.” 


Promotes Peter Kenney 


Peter Kenney has been pro- 
moted from the commercial de- 
partment of Station WKNB, New 
Britain, Conn., to be in charge of 
operations of WKNB-F\M, affiliate 
of WKNB. WKNB-FM has 
switched to a new frequency, 
103.7, under FCC channel real- 
location. 


Signs for Video Series 


Trilling & Montague, Philadel- 
phia distributor of Norge prod- 
ucts, is sponsoring 24 basketball 
games over WFIL-TV, the Phila- 
delphia Inquirer’s television sta- 
tion. Campbell-Ewald Company, 
Detroit, is the agency. 


Bottler Brings 
Down Balloon; 
Ad Ends There 


ATLaNtTIc Crry— Airborne ad- 
vertising took a beating at the 
recent convention of the Ameri- 
can Bottlers of Carbonated Bey- 
erages here. 

A Douglas Leigh blimp cruised 
over the convention area one 
night, announcing via _ electric 
sign that “People down there will 
read about your beverage up 
here.” People didn’t, for the blimp 
didn’t come back. 

A 20-foot balloon moored to 
Hamid’s million-dollar pier, ad- 
vertising Dr. Swett’s, was brought 
down by two shots fired by a 
conventioneer who was patroniz- 
ing a shooting gallery across the 
Boardwalk. 

Alfred Harrow, of Overland Ad- 
vertising Company, New York, 
owner of the balloon, told police 
that one of the gunman’s friends 
told him he “couldn’t hit a bal- 
loon.” He did. 


Admen Elect Assalone 


Vincent J. Assalone, American 
Can Company, has been elected 
president of the Association of 
Advertising Men, New York. Other 


officers elected are: Allan K. 
Jonas, Lightfoot Affiliates, and 
Randall Pakula, Bryant Press, 


vice-presidents; Allen R. Cogen, 
Republic Container Corporation, 
treasurer; John J. Karp, Poly- 
graphic Company, assistant treas- 
urer; Philip Carling, Sheffield 
Farms, corresponding secretary, 
and Max Eisen, Fred Wittner Ad- 
vertising, recording secretary. 


Names St. John 


Walton B. St. John, formerly 
general sales manager of Piper 
Aircraft Corporation, has been 
named sales manager of the per- 
sonal planes division of Fairchild 
Engine & Airplane Corporation. 
He will make his headquarters at 
Strother Field, Kan. 


Mahony Opens Office 

Charles E. Mahony, former art 
director of Buchanan & Co., New 
York, has opened an office as art 
consultant at 250 E. 43rd St., New 
York. 


To McNeill & McCleery 


Cella Vineyards, Fresno, has ap- 
pointed McNeill & McCleery, Inc., 
Los Angeles, to handle its adver- 
tising. 
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SUCCESS—Hugh Terry (right), man- 
ager of Station KLZ, Denver, chairman 
of the local drive, is congratulated by 
Milton Bernet, president of the Denver 
Community Chest, on the $1,250,691 
raised during the campaign. 


Council Expands 
Advisory Group 


New YorK—H. E. Babcock, 
Elmo Roper, Allan L. Swim and 
Reese H. Taylor will serve with 
15 other leaders from labor, man- 
agement, education and_ civic 
fields on the Advertising Council’s 
public advisory committee to help 
guide the council in the choice of 
projects for national public serv- 
ice advertising campaigns. 

Mr. Babcock, who is chairman 
of the board of trustees of Cornell 
University, Ithaca, will assist the 
committee on its farm problems. 
Organizer and former general 
manager of the Cooperative 
Grange League Federation, he has 
served as county agent, manager 
of the largest animal feed business 
in the country and as a member 
of Governor Roosevelt’s agricul- 
tural advisory committee on New 
York state farms and markets. 


Diversified Experience 


Mr. Roper has been asked to 
serve aS a member of the com- 
mittee because of his knowledge 
of the trends in American opinion. 
During the war he was a member 
of the original advisory committee 
to Donald Nelson, at that time 
head of the OPM. 

Appointed because of his expe- 
rience in the newspaper and labor- 
management fields, Mr. Swim is 
publicity director of the CIO and 
is the editor of the “CIO News.” 
During the war he served as a 
CIO representative on a manage- 
ment-labor committee of the War 
Manpower Commission. 

Mr. Taylor, president of Union 
Oil Company, spent the first 16 
years of his business life in the 
steel industry and in 1946 re- 
ceived the annual award of the 
American Council on Public Re- 
lations for his outstanding job of 
explaining the operations of 
American industry. 


Names Erwin, Wasey 


Erwin, Wasey & Co., Oklahoma 
City, has been retained to handle 
the advertising of International 
Mfg. Company, air conditioning 
*quipment. Refrigeration and air 
Conditioning publications will be 
used at the start of its campaign, 
with national consumer magazines 
added next year. 


Gets Food Account 


Golden Brand Food Products 
Company, Philadelphia, maker of 
ream Wipt salad dressing, 
Golden Brand mayonnaise and 
other Cream Wipt products, has 
appointed Al Paul Lefton Com- 
Pany, Philadelphia, to direct its 
advertising. Newspapers, car 
cards and point-of-sale advertis- 
ing will be used. 


Promotes New Perfume 
Command Performance, a new 
Tench fragrance by Helena 
uDinstein, Inc., has been intro- 

duced in Canada through daily 


newspapers and women’s maga-| 


Zines. Maclaren Advertising Com- 
Pany, Toronto, is the agency. 
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Publishes New 
Guidebook to 
Ad Business 


INDIANAPOLIS—Admen now have 
another book to suggest to the in- 
numerable persons who ask: “I’ve 
been thinking about getting into 
advertising. Can you suggest any 
good books I can read about it?” 
In his new volume entitled “This 
Fascinating Advertising Business,” 
Harry Lewis Bird, copy chief of 
Gordon Best Company, Chicago, 
has attempted to provide a guide- 
book for those who think adver- 
tising might be a good business to 
enter. 

The new volume is one of a 
series on various fields of business 
and industry. Others already pub- 
lished include “This Fascinating 
Oil Business” and “This Fascinat- 
ing Railroad Business.” 

Mr. Bird has not written a “how 
to” book. Neither is “This Fasci- 
nating Advertising Business” an 


instruction manual or textbook. 
Quite simply, he tells the why, 
who, where and what of advertis- 
ing. In four main sections, Mr. 
Bird sketches the history and 
growth of advertising as a busi- 
ness force, produces vignettes of 
several colorful figures, offers a 
suggestion as to the place of the 
business in the economic scheme, 
and explains the creative and 
production processes. 

Throughout the volume, Mr. 
Bird reiterates the interdepend- 
ency of production, sales, trans- 
portation and advertising. “Ad- 
vertising,” he says “is the electrical 
system of a big motor truck rep- 
resenting American business.” 

The Bobbs-Merrill Company has 
published the book at $4. 


Braille Group Reelects 

Charles W. Allen has been re- 
elected president of the American 
Printing House for the Blind, 
Louisville, which produces all the 
Braille books for schools for the 
blind throughout the United 
States. 


Austin Cragg Joins 
‘Tool Engineer’ 


Austin C. Cragg, former acting 
manager of the Aeronautical En- 
gineering Review, New York, has 
been appointed eastern advertis- 
ing manager of The Tool Engi- 
neer, publication of the American 
Society of Tool Engineers, Detroit. 

The society has opened an east- 
ern advertising office at 400 Madi- 
son Ave., New York. 


Names Gilbert Supple 


Gilbert J. Supple, former assist- 
ant to the advertising manager of 
Vick Chemical Company, New 
York, has joined Badger & Brown- 
ing & Hersey, New York, as a 
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Joseph Milton Resigns 


Joseph Milton has resigned as 
vice-president and business man- 
ager of Photographic Trade News, 
New York. His future plans have 
not been announced. 


Business paper executive is in- 
terested in acquiring complete 
or half-ownership in established 
business publication. Will also 
consider small group. 


Box 6892, ADVERTISING AGE 
330 W. 42nd Street 
New York 18, New York 


copywriter. 


make impressive holiday 
friends and family. Free 


Snow Mountain Orchard, Box 


World's Finest Fruit Ready For Giving! 


We hand-select the finest of Washington State's famous apples 
and pack ‘em in distinctive Ponderosa Pine gift boxes . . ey 


business associates 


ifts for clients, 
Price: $2.95 and up! 


folder explains all. 


141-A, Yakima, Washington 


ieeeemuenanel 


ak Me Si Manel 


in Spanish. 


The world’s most 
widely known products \ f 
are advertised in the 
world’s most widely 
read magazine 3 


Standard Oil Co. of New Jersey 
advertisement prepared by McCann 
Erickson Inc., New York, N. Y. 
for The Reader’s Digest 
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Tiksiahaniss Om, RoyAL TYPEWRITERS, HAMILTON 


WatTCHES, MGM PicrurEs—these names you know 
well are rapidly becoming better known in other 
countries, too... 


through their advertising in one 


or more of the 14 International Editions of The 


Reader’s Digest. 


These advertisers use The Reader’s Digest because 


they know that its International Editions: 
e Reach more than 3 million good customers in 42 


countries 


e Influence the leaders in every country 
e Speak in the language of each country—a cardinal 


principle of export 


An ever-growing magazine in a growing world 
market, The Reader’s Digest offers American ex- 
porters a strong voice in export markets. 


Petroleum... Partner of Mining Enterprises 


STANDARD O11 COMPANY 
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The Reader’s Digest in Spanish... 


Net paid guaranteed circulation 1,000,000 . . . most widely 
read magazine in Latin America, reaching good customers 


at rates as low as $2.25 per thousand. 


Published also in English (England, Australia, 
Canada, South Africa), Portuguese, French (France, 


Belgium, Canada, Switzerland), 


Swedish, Finnish, 


Danish, Norwegian and Japanese editions. 


For rates, list of advertisers and other information, ad- 
dress: The Reader’s Digest International Editions, Inc., 
500 Fifth Ave., New York 18, N. Y., LAckawanna 4-0900; 
or 333 N. Michigan Ave., Chicago 1, Ill., DEArborn 8331, 


International Editions of 


The READER'S DIGEST & 


The international market place... 
where good customers meet good products 
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Sure, maybe we have exaggerated a little 
—some families probably don’t hoard their 
copies of The Boston Globe more than a year. 
But you can bet a codfish cake to a dollar that 
in hundreds of thousands of Greater Boston 
homes each and every member of the family 
reads and relies on The Globe seven days a 
week! Why? Simply because this great news- 
paper gives its readers what they want... 
complete news coverage, top columnists, “per- 
sonalized”’ household pages, a big comic sec- 
tion and Boston’s favorite sports section. In 
other words The Boston Globe has what it takes 
to make it Boston’s best-read family news- 


“And this is our Family library...” 


paper and Boston’s best buy. 

Smart advertisers who use The Globe also 
know it’s the only Boston newspaper with con- 
sistently strong circulation seven days a week 
(Sunday circulation increases 7.3% in the 
fifteen mile heart of the market area). They 
know too that The Boston Globe is the only 
newspaper in this ($2,000,000,000) market 
with the same columnists, editorials, features, 
comics and household page morning and 
evening. The result: minimum duplication, 
maximum family coverage in the home where 
sales are made. 


Yes, Boston’s best-read is certainly Boston’s best buy! 


The Boston Globe 


MORNING : 


EVENING . 


SUNDAY 


National Representatives: J. B. Woodward, Inc., New York, San Francisco, Los Angeles Osborn, Scolaro, Meeker & Co., Chicago, Detroit 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


SE gee ee 


FLAVORS KEEN 
without the drug CAFFEIM / 


ge BPO ress Pesastt™ = ATTENDING BUREAU MEETING—The five jovial gentlemen are pictured at a : 
meeting of the Bureau of Advertising, New York State Newspapers, in Syracuse. . 

Left to right are: John Geisen, director of the retail division, Bureau of Adver- . } 
SPECIFIC—An appealing little girl tising, ANPA; Russell C. Harris, secretary of the state organization and national | F 
does the work for this point-of-sale dis- advertising manager of the Buffalo Courier-Express; Harold S. Barnes, associate i b 
play—the first child who has been used director, Bureau of Advertising; James J. Burnett, advertising director of the 
to promote Vess cola, product of Vess Binghamton Press and president of the state group, and Don U. Bridge, director 
Beverage Co., St. Louis. The "no of advertising, Gannett Newspapers. 
pe wl qedly a bee by Vess 

ottlers in both easel and tacker form. , 

eR 


— i; | 


WINNER CONGRATULATED—John Shepard III, chairman of the Yankee Net- REDESIGNED—Relaxation is suggested 

work (left), congratulates Thomas J. Bowen, of the Reingold Co., Boston agency, 

on winning an RCA television receiver as a door prize at a luncheon highlight- 

ing "Kate Smith Day" in Boston. The guest of honor turns on her smile for the 
occasion. 


in this new package for Glolon blankets, 

made by Pepperell Mfg. Co., Boston. 

First of the line to be redesigned by 

Frank Gianninoto & Associates, New ; 

York, the package has a die-cut open- HOLIDAY WINDOW DISPLAY—Dinah Shore testifies it's "the finest” in this! 

ing for visibility of the product with- Christmas window decorated with bells and trimmings for F. & M. Schaefer “| 
out opening the box. Brewing Co., Brooklyn. 


FIRING LINE—Awaiting their turns to speak, the members of a copy session panel listen to the chairman, W. E. McKeachie, 

McCann-Erickson, at the recent Four A's New York council meeting. Left to right, Marion Harper Jr., McCann-Erickson; 

Walter Weir, Walter Weir, Inc.; Mr. McKeachie; Gerald Carson, Kenyon & Eckhardt, and Mark Wiseman, conductor of 
his course for advertising writers. 


RCA'S BID FOR EARLY SHOPPER—Using the theme the “gift that keeps on 

giving,” RCA Victor has prepared this Christmas display to help its dealers 

boost their holiday record sales. The unit is three feet high and can be mounted 
on tables or counters. 
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AT IAMS PRESENTATION—After revealing the details of CBS' new Instantaneous Audience Measurement (AA, Nov. 24), 

MORRELL SENDS GREETINGS—John Morrell & Co., Ottumwa, la., is sending Frank Stanton, Columbia president (left), discusses the service with a group of executives. Left to right are Mr. Stanton; 

tubsiantial holiday cheer to the nearly 400 employes of the meat packer's Harry Witt, assistant general manager, CBS western division; Howard S., — CBS station relations vice-president; 

Nglish subsidiaries. Mabel Ellis (left) and Madeline Richardson are shown here Walter Bunker, radio director, Young & Rubicam, Hollywood; Ed Cashman, Kudner Agency, and Wayne Tiss, vice-president 
packing meat products, soap, shortenings, etc. for shipment. and associate radio director of BBDO. 
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COPYWRITER 


We are looking for an 
agency-trained man of 
proven stature and ability in 
the package goods field. We 
expect him to be young 
(early or middle 30’s); a 
creative visual writer with a 
persuasive style and plenty 
of ideas, capable of produc- 
ing in volume; temperamen- 
tally stable, able to work 
equally well with clients 


and staff. 


To conserve your time and 
ours, please write only if 
you believe you meet the re- 
quirements. State age, expe- 
salary 
bracket and other details in 
your first letter. Correspon- 


rience, references, 


dence confidential. 
Director of Copy 


Needham, Louis & Brorby, Inc. 
135 S. La Salle St. Chicago 3, til 


An exceptional 


Financial Arrangement 


is offered an able 


ADVERTISING 
ACCOUNT 
EXECUTIVE 


A well established, well- 
financed, well-manned adver- 
tising agency offers a most 
lucrative opportunity to an 
able, experienced account ex- 
ecutive to share both in the 
revenue derived from his own 
billings as well as the over-all 
profits of the agency. Write 
giving full details, Strict con- 
fidence assured, Our organ- 
ization knows of this adver- 


tisement. 


Box 6890, 
330 W. 


ADVERTISING AGE 
42nd St., New York 18, 


N. 


¥. 


| thoroughl 


UNUSUAL OPPORTUNTY 
FOR SOME YOUNG MAN 


One of America's best-known manufac- 
turers needs man between 25 and 30 to 
work closely with its advertising manager. 


Permanent job with excellent future. 
engraving and 


knowledge of printing, er 
other advertisin production 
Some layout ability 


A 


required. 


would be helpful. 


Pleasant working conditions in new offices 
located in midwestern city near Chicago. 


Profit sharin 


plan and many other em- 


ployee benefits. You'll be working with a 
top-notch advertiser and leading adver- 
tising agency on a product that ranks 


first in its 
tails regardin 


background, 
experience an 


Box 6878, ADVERTISING AGE 
100 E. Ohio Street, Chicago !!, Illinois 


field. Write fully giving de- 
education, 
salary requirements. | 


RATES: 60c per line, minimum charge $3. 


HELP WANTED 


Cash with order. Figure bold face heads (maximum two lines) 


a ute. Display classified advertisements take card rate of $10 


per column inch. Regular card discounts on multiple 


insertions and space over 5 inches apply on display 


POSITIONS WANTED 


POSITIONS OPEN 
With agencies, advertisers, publish- 
ers, ete., for both men and women, 
No obligation to register. 
FRED J. MASTERSON 
Advertising and Publishing 
Personnel 
20 yrs. previous adv. exp. 
185 N. Wabash. FRA 0115. Chicago 


JUNIOR EXECUTIVE 
See our display ad on page 54. 


ADVERTISING & PUBLISHING 
ALL TYPES OF POSITIONS 
Placement anywhere in the 

United States 
GEORGE WILLIAMS—Personnel 
209 S. State St., Har. 2062, Chicago 


EDITOR-EXECUTIVE — Executive, 
junior, for business publications, 
(editorial background preferred) 
who can express himself clearly and 
concisely. An opportunity of a life- 
time to become associated with 
established Chicago firm. Must be 
a mature and sound thinker and 
planner. Familiarity with building 
indutry preferable. Starting salary, 
open. Permanent. 

Box 9280, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Industrial Copywriters.....tw $5,000 


Account Executives ......... Open 
Layout Artists ........ $4,500-$5,200 
Production Manager ......... $4,000 


SHAY AGENCIES 
30 W. Washington Chicago 2, Ill. 


Publications Director—Chicago 
Progressive Chicago publisher of 
textbooks and psychological tests is 
seeking experienced editorial dirc- 
tor. A wide background in educa- 
tional publishing is essential, with 
understanding of vocational guid- 
ance and psychological test theory 
needed. Salary up to $10,000 to 
start. 

Box 9287, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


MONARCH PERSONAL 
Advertising—Graphic Arts 
National Coverage 
Agencies in 38 Cities 
28 BE. Jackson Blwd, Chicago 4, Ill. 


ADVERTISING EXECUTIVE 
Recognized Agency plans to open 
Chicago office. We need a man 
experienced and well ac- 
quainted in Chicago. Possibly this 
man is operating a small agency 
and would like to improve himself. 
Write us giving full details. Infor- 
mation will be held in strict con- 
fidence. 
Box 9288, ADVERTISING AGE 
100 EB. Ohio St., Chicago 11, Ill. 
LUCAS PERSONNEL 
Agency—Digby 9-0860 
140 Fulton St., N.Y.C. 7, N. 
Specializing in finding 
those hard-to-fill positions 
in advertising and allied fields, 
N.Y.C. and nation-wide contacts made 
Resumes Invited 


Y. 


UNUSUAL OPPORTUNITY FOR 
COPY-WRITER 

A leading Boston agency wants an 
experienced copy-writer with 
agency background. Must be a man 
with vivid and original ideas who 
can plan campaigns as well as 
write individual advertisements. 
Salary to start $7,000 with wide 
open chance for advancement. 

Box 9289, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


POSITIONS WANTED 


Space Salesman available for West 
Coast ... 36, now living in Chicago, 
moving to Los Angeles first of year. 
15 years’ experience. 

Box 9256, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
ADVERTISING salesman - manager, 
38, seeks good opportunity; excel- 
lent background trade magazines, 

also large weekly newspaper. 
Box 9286, ADV ERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


Have you a job in Milwaukee for a 
young woman with wide experience 
in all phases of agency routine, ac- 
counting and management? Also 
personal secretarial duties; qualified 
for advertising managership or as- 
sistant to officer; has had full re- 
sponsibility in executive capacity 
covering media analysis, production 
and market research, 

Box 9278, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


SEEKS PARTNERSHIP IN ADVER- 
TISING AGENCY. Young man, solid 
advertising experience, excellent 
contacts and creative ideas, wants 
to invest capital in going adver- 
tising agency on partnership basis. 
Seeks affiliation with agency that can 
be expanded through hard plugging 
one thorough promotional presenta- 

ons, 

Box 9285, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


MARKET SALES ANALYST 
Now head large dept. mdse. firm. 
Also 5 yrs. publishing exp. Age 34. 

Box 9284, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 


REPRESENTATIVE AVAILABLE 
Ex-Naval Officer, college graduate, 
24 yars old, desires to represent 
Chicago, Detroit, Cleveland or any 
Mid-West or West Coast Advertising 
Agency in New England on sales and 
service. 

Box 9273, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


PUBLISHER’S REP AVAILABLE 
Mid-West territory. Experienced: 
space sales, editorial, graphic arts. 
College graduate, 32, married, now 
employed. 
Box 9279, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


PUBLISHERS REPRESENTATIVE 
20 years experience selling national 
advertising, well acquainted with 
advertising agencies. Personally 
covers territory New York to Chi- 
cago. Headquarters New York City. 
Box 9281, ADVERTISING AGE 
330 W. 42nd St., New York 18, N. Y. 


PUBLISHERS REPRESENTATIVE 

Chicago terr. has 50% time to offer 

good trade paper on str. comm. 
Box 9282, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 
INDUSTRIAL MAGAZINE 
Established, fast-growing newsmag 
for Western oil men, used by lead- 
ing mfgrs. of drilling equipment, 
now making contracts with p-r. 
Several choice territories (exclu- 
sive) still open, including NY, Chi- 

cago, Houston. 
OIL REPORTER 
Equitable Bldg., Denver 2, Colo. 


Publishers Representatives wanted 


East, Midwest West. Publication. 
Cire, 50,000 rural General Stores. 
Box 9249, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 
MISCELLANEOUS 


FINE AGRICULTURAL ART 
Write John Andrews— 
BLINK BONNIE FARM 

5023 Spaulding Rd., Omaha, Nebr. 


PUBLISHING OPPORTUNITY 
Immediate sale, publication one 
year old with unusually good possi- 
bilities. Readers in business field. 
Proved reader interest. Only one 
competitor. An opportunity for pub- 
lishing house that has national rep- 
resentation. Purchase to include 
name, good will, all existing con- 
tracts, circulation on stencils, sub- 
scriptions to date, correspondence 
and two months editorial matter. 
Excellent reasons for selling. 

Bx 9283, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 
We are in the market for business 
papers that are, or can be, published 
in the South or Southwest. Will re- 
tain publisher or staff in deal if 


interested. All replies held confi- 
dential. 
Box 9269, ADVERTISING AGE 


100 E. Ohio St., Chicago 11, Ill. 


OPPORTUNITY 
WANTED 


Sales mana 
ing over 


rt industrial publication earn- 
10,000 seeks new opportunity 


as result of management changes in pres- 


ent set-up. 


15 years successful sales ex- 


perience, in principal territories. Age 34. 


Box 6886, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


INDUSTRIAL PUBLISHING 


EXECUTIVE 


now establishing representatives’ business 
in Detroit, Cleveland, Pittsburgh area, is 
looking for sound publications. Send copy 


of latest issue with reply. 


Box 6885, ADVERTISING AGE 
100 E. Ohio Street, Chicago I!, Illinois 


Publishes ‘Five 
Rules of Selling’ 


New York—‘Nothing new has 
been discovered about selling in 
the last hundred years,” says 
Percy H. Whiting in his new vol- 
ume, “The Five Great Rules of 
Selling.” 

The managing director of Dale 
Carnegie & Co. insists that “Just 
five rules of selling are vital. Not 
even a score are important and 
not over a scant hundred are even 
worth recording.” 

In his alert, concise style, Mr. 


e SOUND MARKETING 


EXECUTIVE 


Major background in marketing, 


and foreign 


sales, and 
successful handling of people. Broad domestic 


experience plus solid record in 


outstanding management comultant firm, Mid- 
western friendliness combined with thoroughly 


Practical and alert thinking 
reach top level executives 
textiles. confectione 


packaging . 
Bex 6889. ADVERTISIN 
330 W. 42nd Street, New York | 


Real ability to 
Familiar with food, 


industries. 


AGE 


8. N. Y. 


Whiting summarizes the results of 
| 20 years of study and teaching ex- 
| perience. Putting aside the “fine- 


|spun psychology,” he insists that 


salesmen don’t need new rules, 
|they need to apply a few basic 
| principles, and need to be drilled 
lin these principles until 


selling problems. 


| they 
|habitually apply them to their 


The book is written around the 
conventional five steps in the sell- 
ing process: (1) gain attention; 
(2) arouse interest; (3) convince 
prospect; (4) arouse desire, and 
(5) close successfully. It was 
originally prepared as a textbook 
for the Dale Carnegie course in 
selling with the intention of cover- 
ing not only what a salesman 
should do, but how he can do it. 

It is published at $3.50 by Mc- 
Graw-Hill Book Company. 


Names de Salisbury 


Edward de Salisbury, formerly 
with Daniel S. Tuthill Associates, 
has been named an account ex- 
ecutive of Casanova & Van Orman 
Advertising Art, New York. 


} 


WIJBK Appoints Sutton 


Arthur E. Sutton, formerly a 
newscaster over Station WJR, De- 
troit, has been named news and 
special events director of WJBK 
and WJBK-FM, Detroit. 


Sco? 
ee 


BULK PREPARED MIXES ” 


SPARE THAT WHEAT—W. Murray Wilshire, vice-president in charge of sales 

and advertising for Pillsbury bulk prepared mixes, is about to halt the wheat. 

snipping of Eugenia Thompson, a visitor to the Pillsbury exhibit at the 32nd 
National Hotel Exhibition held at Grand Central Palace, New York. 


‘Publicity Page’ 
Inaugurated by 
‘Denver Post 


DENvER — An editorial innova- 
tion in the never-never land be- 
tween editorial and advertising 
space has been unfolded in the 
Denver Post with inaugura- 
tion of a page slugged “Publicity 
Page.” 

Mr. Hoyt, no newcomer to the 
field of editorial experimentation, 
launched the page as a regular 
Sunday feature in the first news 
section. Charles Buxton, assistant 
business manager, said display ad- 
vertising on the page carries the 
regular display rate. 

Alexis McKinney, managing 
editor of the Post, said: “We faced 
the problem of giving the reader 
a clean-cut differentiation between 
news considered spot and of gen- 
eral public interest, and _ that 
which is required to promote the 
interest of some movement, group 
or firm.” 

Material appearing on the ““Pub- 
licity Page,” he added, is not the 
type which the Post would send 
a newsman after, but which it 
would publish—if otherwise un- 
objectionable—if the agents of the 
special interest brought it in and 
requested its publication. He said 
the Post does not fear a flood of 
personally-delivered handouts. 


Gil Simon Opens Agency 

Gil Simon, formerly account ex- 
ecutive of Ward Advertising 
Agency, Hollywood, has_ estab- 
lished his own advertising and 
publicity agency, Gilbert Simon 
Company, at 241 N. Larchmont 
Blvd., Los Angeles 4. His ac- 
counts include Valley Market 
Town, Van Nuys, Cal.; Asher Shoe 
Company, Los Angeles, and 
American Radio Rental Company, 
Santa Monica. 


Two Name Gray & Rogers 


Pyrene Mfg. Company, Newark, 
N. J., and Asplundh Tree Expert 
Company, Jenkintown, Pa., have 
appointed Gray & Rogers, Phila- 
delphia, to handle their advertis- 
ing. The Pyrene Company manu- 
factures fire extinguishers and ¢ire 
chains and the Asplundh Com- 
pany specializes in line clearance 
and brush control. 


Rejoins Hotpoint 

Don W. Rennewanz, for the past 
two years sales manager of Kir- 
sten Pipe Company, Seattle, has 
resigned to return to Hotpoint, 
Inc., Chicago, as western sales 
manager with headquarters in San 
Francisco. For seven years prior 
to the war Mr. Rennewanz was 
with Hotpoint in Chicago. 


Appoints Stahman A.M. 


Arthur R. Stahman, eastern ad- 
vertising manager of Book Mer- 
chandising, New York, has been 


appointed advertising manager. 


General Mills 
Opens New Labs 


MINNEAPOLIS—G eneral Mills’ 
own “seal of approval” will be a 
principal beneficiary of new lab- 
oratories which the products con- 
trol and nutrition department has 
opened here. 

The department, whose activi- 
ties form the basis for General 
Mills’ ad claims, held a_ house- 
warming Monday (Nov. 24) for 
its new laboratory. James Bell, 
chairman of the board, and Harry 
A. Bullis, president, dedicated the 
building, and stressed the unit’s 
importance in guarding the qual- 
ity of company products. 

No food claims are made by 
General Mills unless backed up 
by its legal department and prod- 
ucts control research in the test- 
ing laboratory. Daily testing is 
carried on in 27 field laboratories 
and in the headquarters labora- 
tory here to insure uniform qual- 
ity. 

The enlarged plant includes a 
package food laboratory, protein 
laboratory, vitamin analysis de- 
partment, nutrition department, 
biological laboratories, test baking 
facilities and others. 


Appoints PR Director 


Tom Byrnes, field service man- 


ager of Radio Maintenance Maga-¥ 


zine, Montclair, N. J., has been 
appointed director of public rela- 
tions. 


MAGAZINE WANTED 


We want another magazine to repre- 
sent on a commission basis. 


We have made a spectacular success 
in selling the advertising space of the 
few selected trade magazines we now 
Our i 


serve. headquarters are in 
Chicago. 
Box 6888, ADVERTISING AGE 


100 E. Ohio St., Chicago, Illinois 


os 
— 


Mr. Industrial 
Publisher: 


Could you use a partner? 


Aggressive Sales Manager familiar with 
principal territories, seeks opportunity to 
share in property he helps build. &m- 
ployed at $15,000, would sacrifice imme- 
diate income, and even invest savings. if 
necessary, for real opportunity. Please 
enclose copy of publication. Reply i* 
strictest confidence. 


Box 6887, ADVERTISING AGE 
100 E. Ohio Street, Chicago II, Illinois 


_— 


—, 


ARE YOU SELLING 
ADVERTISING? 


How about trying publicity and public re!*- 
tions? A 17 year old public relations a°d 
publicity organization is seeking a live wire 
salesman with commercial account and 2- 
vertisina agency contacts to obtain new ¢''- 
erts. EXCELLENT OPPORTUNITY FOR 
RIGHT MAN. Please give complete deta''s 


ox 6891, ADVERTISING AGE 


B 
330 W. 42nd St., New York 18, N. Y- 
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Gov't Leaders 
Rally to Balance 
Home-Front Ledger 


(Continued from Page 1) 


ent 155 to 145 pounds, a level still 
well above the prewar 126 pounds 
per capita. He saw slight reduc- 
tion in supplies of eggs, poultry, 
milk and milk products, potatoes, 
fresh fruit and canned vegetables, 
and a sharp reduction in corn 
products. 

Most surprising testimony came 
from Marriner S. Eccles, chairman 
of the Federal Reserve Board, who 
warned that Congress ought to 
look for inflation “cures” as well 
as “restraints.” 

His program called for: 

1. Increased productivity— 
longer hours of work and a policy 
of “work more, save more, spend 
less.” 

2. No wage increases, no price 
increases, and where possible, 
price cuts. 

3. No tax reductions, reduced 
government spending. Exhaustive 
efforts to retire government debt. 

4. Control of bank credit. 


Cites Easy Credit 


Eccles sounded a fresh note by 
acknowledging that easy mortgage 
credit for housing is “probably the 
most inflationary factor now facing 
the economy.” Observing that the 
government itself is creating at 
least half of this easy mortgage 
credit, he said it is unreasonable 
to restrict consumer credit, while 
“inviting people into trouble” 
with easy terms for houses. 

He pinned current high housing 
costs largely on the easy mort- 
gage money policy, but added that 
profits of the home building in- 
dustry are “unconscionable.” 

Banking and currency commit- 
tees of both houses probed con- 
sumer credit rules. On the Senate 
side, Sen. Charles Tobey (R., 
N.H.) indicated that this first 
step in the anti-inflation program 
might be approved within a few 
days. 


Withhold Comment 


While almost solidly opposed to 
retaining price control on con- 
sumer levels, most members of 
were withholding 
comment publicly on the steps 
necessary at this time to check 
the inflation spiral. 

Republicans were slow in emu- 
lating Sen. Robert Taft (R., O.), 
who had blasted the control pro- 
gram within a few hours after it 
had been relayed from the White 
House. 

A second Republican, Arthur V. 
Watkins of Utah, joined Sen. 
Ralph Flanders (R., Vt.) in advo- 
cating immediate steps toward 
meat rationing. Watkins, a new- 
comer to the Senate, went further 
to advocate that the government 
buy up and allocate the entire | 
1948 wheat crop. 

Other Suggestions | 


Other ideas brought before Con- | 
gress included: 
1. Suggestion from Treasury 
etary John Snyder that Con- 

authorize increased bond 
ng efforts to drain off pur- 
asing power. 
Request from Interior Sec- | 
ry Oscar Chapman for power | 
ition and place price control | 
petroleum products and coal | 
ase of shortage emergencies | 
winter. | 
Conference between steel- | 
a-ers and Commerce Secretary | 
‘vell Harriman to work out| 
Vo.untary” allocation of steel. | 
Ciapman and Harriman both | 
d of “voluntary” agreements | 
leviate shortages, but in each | 
fase Congress was told that com- | 


cae vine 


‘Mengel Furniture 


' 
pulsory powers ought to be avail- 
able to the government in case 


voluntary steps fail. Campaign Draws 
Cleveland MASA Elects 432,000 Replies 


Harry I. Berle, general manager : 
of Direct Mail Service, has been | New “ig arts mg oe 7 ngel 
elected president of the Cleveland | ny, OUTS, BY. agen 
chapter of the Mail Advertising| advertising its furniture in six na- 
Service Association. Other officers | tional, magazines in May, 1946, it 
are Harry Geerer, East Cleveland | has ‘received more than 432,000 
Letter Shop, reelected vice-presi- | requests;for the booklet offered in 
dent; Betty Clandy, Advertisers | the ad.” 

Letter Seeeiee, Ceaapre, and | 
Martha Norton, operator of a sec- 

retarial service, reelected secre-| members of the sales promo- 
tary. _ tion group of the American Mar- 
|keting Association by Lauren K. 


|Hagaman, advertising and sales 
Sears Promotes Lunde | promotion manager of Mengel. 


Marvin C. Lunde, who joined; Mr. Hagaman also pointed out 
oy al pow t Niger oer appointed’ that the company attaches tags to 
national retail advertising man-| : : : 
ager of Sears, Roebuck & Co., | its furniture offering a free 
Chicago. He succeeds William L. | 
Bennett, who has been made as-| 
sistant to the national retail mer- 
chandise manager. 


bottle of furniture polish, and is 
currently getting back an average 
of 100 tags per day. 

In addition, more than 300 out 


These pleasing results were told | 


ys ee EET A 


of the 521 stores in the U. S.!Names Gardiner Platt 


which sell Mengel furniture have 
spent $700,000 in the past year ad- 
vertising the Mengel brand. 
Ninety-four per cent of 175 of 
these stores reported that their 
customers were influenced by the 
ads. 

Next March, Mengel will begin 
advertising its new Module furni- 
ture with color pages in House 
Beautiful, Mr. Hagaman said. 
Until now the furniture concern 
has not done any advertising on 
this product, but has prospered 
from department store promotion 
on the new type of furniture. 

Marschalk & Pratt, here, han- 
dles the Mengel account. 


Names Stanfield Agency 


The Montreal office of Harold F. 
Stanfield has been appointed to 
handle all advertising of Stan- 
field’s Ltd., underwear manufac- 


Gardiner S. Platt, former direc- 
tor of sales of Simplex Mfg. Cor- 
poration, New Orleans, has joined 
ithe Indian Motocycle Company, 
| Springfield, Mass., as assistant to 
|Ralph B. Rogers, president of the 
‘company. He will be in charge 


'of factory-dealer relations. 


The Goodfruit Grower 


$24 West Yakima Ave. Yakima, Washington 
—hand picked fruit grower 
fon 


WASHINGTON STATE 


turer, Truro, N. S. 


~——_ PRINTING PRODUCTS CORPORATION 


ae 


Equipment and Organization is unusual — Operation is Day and Night. 
Printing Counsel is given on Economical Production and Proper Quality, ' 


Advertising Counsel is given on Methods, Copy and Illustrations. 


SPECIALISTS IN THE PRINTING OF 


CATALOGS - PUBLICATIONS | 


and printing requiring the same kind of equipment and organization to 
produce, such as Booklets, Price Lists, Flyers, House Organs, Convention 
Dailies, Proceedings of Conventions, Directories, College and Institutional 
Year Books, Paper Covered Books, Larger Quantities of Circulars, etc. 


‘hae is a large volume of the kind of printing Printing Products 
Corporation is best equipped and organized to produce, so if in 
Shae what is wanted and information will 


doubt, it is best to write or p 
be promptly given. 


Here is complete equipment and organization to handle all or any part 
of printing orders in which we specialize—from ILLUSTRATIONS 


and COPY to MAILING. 


Printing Products Corporation has system. No orders get lost or side- 
tracked. Each order is assigned to an ex erienced executive who watches 
cuts and copy until delivered. 


and follows the order from receipt o 


Business methods and financial standing .are the best, which statement 
is supported by customers, supply houses, credit agencies, First National 


A large, efficient and completely 
equipped printing plant. 
(The former Rogers & Hall 
Company plant) 


| Clean 


as fa 
print. 


Bank of Chicago and other banks. Dun & Bradstreet, Inc., rates Printing 


Products Corporation and associates over $1 000,000 highest standing. 


Proper Luality 


because of up-to-date equipment and best workmen. 


Zuich Deliueny 


because of automatic machinery and day and night operation. 


Right Price 


copie 


printing 
the great 


_ New Display Type 
for all printing orders. 


Monotype and Ludlow 
typesetting. 


| All Standard Faces 


of type and special 
faces, if desired. 


Good Presswork— 
one or more colors. 


Facilities for Binding 


Mailing and Delivery 


service as fast as | 


is 


Linotype 


st as the presses 


s are completed. 


A SAVING is often obtained | 
in shipping or mailing when 


done in Chicago, 
central market and 


distributing point. 


because of superior facilities and efficient management. 
A printing connection with a large, reliable printing establishment 


will save much anxiety regarding attentive service, 
quality and delivery. 


wt ARE STRONG oN OUR 


\ Diinting Product 


(THE FORMER ROGERS AND HALL CO. 


PRINTER SPECIALISTS 
Artists - Engravers - Electrotypers 


LUTHER C. ROGERS 
Board Chairman and 
Management Advisor 
L. C. HOPPE 
Vice Chairman 
and Managing Director 
A. R. SCHULZ 
President and 
Director of Sales 


gpect>* 


Telephone Wabash 3380—tocal and Long Distance 
Polk and La Salle Streets, Chicago 5, Illinois 


ae? 


Coyprration 
MPANY) 


H. J. WHITCOMB 


Vice President and 
Assistant Director of 
Sales 


L. C. HOPPE ’ 
Secretary 

W. E. FREELAND 
Treasurer 
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Advertising in the 


Test Stage 


Coupon Returns 


Low on Kibbles 
Dog Food Test 


BaTTLe CREEK, Micu.—Battle 
Creek Dog Food Company, maker 
of Miller’s dog foods, has con- 
ducted a test in four Michigan 
cities to promote its Miller’s 
Kibbles dry dog food. 

Introductory coupon ads _ in 
newspapers in Jackson, Kalama- 
zoo, Grand Rapids and here were 
headlined, “Dog Food. Make your 
own for 5c per lb.” The coupons 
were “good for 10c” on purchase 
of a five-pound sack or two 28- 
ounce cartons of Kibbles. 

E. Roy Saxton, general man- 
ager, told AA that the coupon re- 
turns were very low, and “on the 
strength of returns received from 
this advertising in four test cities 


SALISBURY 


NORTH CAROLINA — 


eae PER CAPITA 


MARKET 


SRIFFITH CO., Represent 


we, shall probably not use the 
coupon type of advertising, but 
shall work out some other plan.” 

Mr. Saxton declared that he has | 
learned that other manufacturers 
also are having poor returns on 
coupons currently. He said, how- 
ever, that merchants stocking 
Kibbles in the four cities moved 
their stock quickly during the test 
and “we believe that the adver- 
tisement did considerable good” 
despite the fact the coupons were 
little used. 

Staake & Schoonmaker Com- 
pany, Kalamazoo, is the agency. 


DU-PRO PROMOTES 
CLEAN-E-ZE-CLOTH 

PHILADELPHIA—Du - Pro Com- 
pany has begun a test campaign 
in the Eagle-Times, Reading, Pa., 
for Clean-E-Ze, a chemically 
processed cloth that cleans, pol- 
ishes and waxes. 

Israel Advertising Agency here 
has been named to handle the ac- 
count. : 

The Reading test includes an 
initial two-column ad, followed by 
weekly quarter-page ads. The lat- 
ter will run until Christmas. 

About $30,000 will be spent to 
back Clean-E-Ze. Newspapers, :car 
cards and radio in metropolitan 
markets will be used. 


Names Lamport, Fox 


Northern Indiana Brass Com- 
pany, Elkhart, Ind., has appointed 
Lamport, Fox, Press & Dolk, South 
Bend, to handle its advertising, 
effective with January, 1948, is- 
sues. 


WFBR Names Blumberg 


Station WFBR, Baltimore, has 
named Frank L. Blumberg, Ad- 
vertising, Baltimore, to direct its 
advertising. 


Inquiries Less 


“Replies to our ads in Fur-Fish-Game are costing us well un- 
der 5c each which is unusually low compared with the 18c to 
60c in other publications.” —Craig Dare Co., Brooklyn, N. Y. 


Use Fur-Fish-Game on your 
results at low cost. 


Than 5° Each 


1948 schedule for high inquiry 


The A. R. Harding Publishing Co. |75 E. Long St., Columbus 15, O. 


Chicago 
Cole & Mason, , 6558 


Pasadena 
J. H. Conrow & Co. 


New York 
Walter C. Elly, Murray Hill 4-0626 


DOG FOOD 


MAKE YOUR OWN FOR 


o‘Per LB. 


@ Special introdectory Offer p 
Miller’s 
KIBBLES 


spaies” INTRODUCTOR 
en Se as — 


te ateeren 


‘to mom of Oe 
a one e 
ad 


cient 
Se aS 


LOW RETURNS — Battle Creek Dog 
Food Co.'s coupon returns were low 
on this introductory for Miller's Kibbles 
in Michigan res eee sales were 
igh. 


DMAA Launches 
Advisory Board 
Under Konselman 


New YorK—Creation of a na- 
tional advisory board and ex- 
pansion of services were an- 
nounced at an annual past presi- 
dents’ luncheon of the Direct Mail 
Advertising Association here last 
week. 

Another feature was the pres- 
entation of a plaque to the retir- 
ing president, Edward N. Mayer 
Jr., president, James H. Gray, Inc., 
New York, by the newly elected 
head of the association, Charles B. 
Konselman, advertising and pub- 
lic relations manager, A. & M. 
Karagheusian, Inc., New York. 

Intensification of regional ac- 
tivities will be an objective of the 
program, Mr. Konselman said. 
New committees have been estab- 
lished for member services, with 
Richard Messner, E. E. Brogle & 
Co., New York, as chairman; pub- 
licity and public relations, Herbert 
L. Stephen, Printers’ Ink, New 
York, and liaison with the Re- 
porter of Direct Mail Advertising, 
Horace Nahm, Hooven Letters, 
Inc., New York, as chairmen. | 


Mayer Heads Speakers Bureau 


Other committee heads include: 
Speakers bureau, Edward N. 
Mayer Jr. chairman, who con- 
tinues to head the postal affairs 
committee, and membership, Her- 
bert Buhrow, McGraw-Hill Book 
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CBS Sells Out 
Garden Events 


to Three Backers 


New YorK—WCBS-TV’s indoor 
sports television schedule is sold 
out, with three advertisers signed 
to sponsor 79 events at Madison 
Square Garden. 

Columbia has exclusive cover- 
age of all attractions at the Gar- 
den with the exception of the 
fights which are carried over 
WNBT, NBC’s video station, by 
Gillette Safety Razor Company. 

General Foods Corporation, Ford 
Motor Company and Knox hats 
will share the bill for CBS tele- 
casts of a series of basketball 
games, hockey matches, etc. Ford 
signed some time ago through 
J. Walter Thompson Company, 
and has already started on its 
series of 35 events. General Foods, 
co-sponsor of the Dodgers home 
games last year with the auto- 
mobile manufacturer, will begin 
its program Dec. 7 with the 
Rangers - Detroit hockey match. 
The contract was _ negotiated 
through Benton & Bowles for Max- 
well House coffee. 


Knox Takes 12 


Knox, which has just concluded 
sponsorship of a six-game sched- 
ule of Columbia University foot- 
ball teams over WCBS-TV, will 
back 12 features. The first— 
Rangers-Toronto hockey clash—is 
scheduled for Dec. 3. Geyer, 
Newell & Ganger is the agency. 

These telecasts will carry 
through to an April coverage of 
the Ringling Brothers, Barnum & 
Bailey circus. 

Some of the schedule may go 
network later, being picked up by 
WMAR, Baltimore, and WMAL- 
TV, Washington, and a new Phila- 
delphia station. 

WCBS-TV, which recently gar- 
nered four participating sponsors 
for the weekly John Reed King 
giveaway, “Meet the Missus,” now 
has a roster of some 12 adver- 
tisers. This includes several spot 
announcement accounts. 


Names Knapp-Shepard 


Tech-Art Plastics Company, 
custom molder, Long Island City, 
N. Y., has appointed Knapp-Shep- 
ard, Inc., New York, to handle ad- 
vertising and _ sales promotion. 
Business papers and direct mail 
will be used. 


DEALER SIGN—Magnavox Co. is offer. 
ing its dealers this new base-lighted 
identification sign reflecting the com. 
pany's ad theme of tone and cabinetry. 


Plans to Extend 
‘Magnavox Week’ 


Fort Wayne — Following the 
success of its “Magnavox Week” 
promotion by competitive stores 
in Cleveland, the Magnavox Com- 
pany will extend the idea to other 
markets. 

Store officials of the Higbee 
Company, Halle’s and Sterling & 
Welch, who voluntarily joined in 
staging the week, reported that 
October sales were up 50% over 
September. In addition, thou- 
sands of leads for future delivery 
were secured, and tentative plans 
for a repeat drive have been 
scheduled for next April. 

The week-long campaign in- 
cluded newspaper advertising by 
all three stores, special store set- 
tings showing Magnavox models, 
and window and interior displays. 
The Higbee store alone devoted 15 
windows and produced 52 differ- 
ent interior displays of the line. 

The company also is offering its 
dealers a new custom-built sign 
with a lucite panel with concealed 
lighting in a hand rubbed wood 
base, giving a three dimension ef- 
fect to a symphony orchestra sil- 
houette. Lettering on the base is 
gold, and the name Magnavox on 
the lucite is in glowing red. 

Doremus & Co. directs the ac- 
count. 


McGraw Boosts Buhrow 


Herbert Buhrow, assistant to the 
manager of the mail sales depart- 
ment of McGraw-Hill Book Com- 
pany, New York, has been ap- 
pointed manager of the depart- 
ment where he will be in charge 
of all direct mail selling and 


media advertising of books. 


Company, New York, chairman. | 

Members nominated to the na-| 
tional advisory board are: Elmer | 
Lipsett, S. D. Warren, Company, | 
Boston; Alice Drew, Telautograph | 
Corporation, New York; W. D.| 
Molitor, Edward Stern & Co., 
Philadelphia; J. S. Roberts, Retail | 
Credit Company, Atlanta; Ralph 
P. Thompson, Perrin & Thompson, 


John E. Wolf & Co., 


City; Dale Wylie, Iron Fireman 


McKiernan, George McKiernan & 


Powter, Howard Smith Milis, 
Montreal. 


Form Inland Marine Co. 


George F. Getz Jr., president of 


builder of pilotless air 


guided missiles, 
pany, Williams Bay, Wis., to con- 


line of pleasure and sporting boats. 


Mr. Getz is chairman of the board 


jand Millard E. Mogg is president. | 


Winter Haven, Fla.; John E. Wolf, | 
Oklahoma | 


Mfg. Company, Cleveland; George | 


Co., Chicago; Eric W. Smith, Bur-| 
rough, Inc., Los Angeles, and Neil | 


Globe Corporation, Chicago, | 
craft, | 
and boats, has | 
formed the Inland Marine Com-_| 


tinue the manufacture of Globe’s | 


lypographers 


correct composition 


punctuation 
spelling 


: ~~~ °| Monsen-Chicago 


Monsen-Los Angeles 
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Gross Circulation 
Must Be Watched 
Closely: Eller 


SAN Francisco—Careful scruti- 
ny of gross circulation claims 
of publications before applying 
values beyond ABC figures was 
advised by Russell Z. Eller, adver- 
tising Manager of California Fruit 


Her. Microwers Exchange, speaking be- 
ited ore the western regional meeting 
om- 


of the Association of National Ad- 

vertisers here last week. 

Mr. Eller’s talk reflected the 

beneral tenor of the two-day con- 
' erence where all in attendance 

lc expressed more than routine con- 


the geen over rapidly rising media 

2ek” osts. 

ores To meet the rising costs, Mr. 

om- @pler said, the national advertiser 

ther (p22 either raise his budget, de- 

rease the number of publications 
ghee size of insertions on his sched- 
1g & le, or turn to lower cost media. 

d in ertainly, he said, businesses will 

that make a long look before increasing 

over @reir budgets in view of today’s 
hou- @ising production costs and nar- 
very Mowing profit margins. 

oe Better Checking Needed 
The Sunkist ad manager called 

in- Hor more improvement in reader- 

g by Mhip checking techniques to pro- 

set- Hyide advertisers with dependable 
dels, Hand representative readership 
lays. Hidata. 

ed 15 @ Questioning the quality of the 

iffer- Mextra ‘“pass-along” circulation, 

ne. laimed by many publications as 
ig its Hboosting their actual circulation 
sign Jseveral fold, Mr. Eller told the as- 
ealed Heembled advertising executives 
wood #hat his organization is making 
mn ef- @rareful study of all media claims 

a sil- Hioday before setting up schedules. 

ase is @ In reference to the high costs of 

»x on Brdio talent and time, Mr. Eller 
expressed the opinion that syndi- 

e ac- Heated shows on which advertisers 
an buy all or part of the com- 
mercial time, locally or regionally, 

Sw will grow rapidly in popularity. 
How his company is polishing 

to the , - 

epart- PP old sales ideas and going to 

Com-@°rk on changed markets was 

n ap-@ptlined before the conference by 

epart- #. M. McCreight, general sales 

sharge manager of Jantzen Knitting 

; and BMills, 

- Lists Jantzen Changes 

“Our copy theme for swim suits 
sed to be ‘Molded-Fit’ and ‘Fig- | 
ire Control.’ The new theme is 
ontour Control.’ It means the) 
same thing but has the new look,” | 
r. McCreight said. | 
Among the things included in| 
yantzen’s new supercharged sell- 
ng program, according to Mr. Mc- 
reight, are: 

On 1. Complete store decorations 
or Jantzen beach shop installa- 
ion, 

2, Better merchandising of | 
antzen national advertising, com- 
plete tie-ins of window displays 
Qid point of sale with national 
ampaigns. 
3. Sales training; greater use of | 
notion pictures and slides for dra- | 
Natic presentation. 
4. Improved salesmen’s aids; 
correlation of selling and adver- 
Nsing; tools to make the selling 
ob easier (line photographs and 
ge os h ecards); salesmen’s port- 
Ol1O 
‘irst Western Conference 


Mr. McCreight declared that | 
‘allonally advertised brands to- | 
ay ire in the best position in his- | 
Sry, because, on the whole, they 
‘ave kept faith with the consumer 
Fd the distributor. 
“We must keep their faith and | 
Nntinue to do a cleaner and more 
*ree‘ul selling job in the future,” 
fe Said, 

The two-day meeting was held 


eles 


} 
i 


at the Fairmont Hotel here. It is 
the first time that the western 
region of ANA has held such a 
conference, and Paul B. West, 
ANA president, told members that 
it is planned to become an annual 
event. 

“It has given us a wonderful 
opportunity to meet with our West 
Coast members and bring them a 
first-hand report on the national 
convention and present a close-up 
picture of our complete ANA pro- 
gram of activities,” he said. 


Bottler Names Merckle 


Red Rock Bottling Company of 
Cleveland, Youngstown and Pitts- 
burgh, franchised bottler of Red 
Rock cola, Cliquot Club ginger 
ale and soda and Richardson root 
beer, has appointed Harold 
Merckle Associates, New York, as 
publicity and public relations 
counselor. 


Names Freiburg Agency 
Pacific Coat Hanger Company 

has placed its advertising with 

John Freiburg & Co., Los Angeles. 


GEORGE L. WILLMAN 


Cuicaco — George L. Willman, 
71, former head of George L. 
Willman, Inc., Chicago agency, 
died at his home in Waukesha, 
Wis., Nov. 21. 


CHRISTINA ROBERTSON 


Toronto—Mrs. Christina Mary 
Robertson, director and secretary- 
treasurer of James Fisher Com- 
pany, died at her home here 
Nov. 17. 

Born and educated in Dundee, 
Scotland, Mrs. Robertson joined 
the Fisher agency when it was 
organized in 1920. She first served 
as accountant, became treasurer in 
1930 and secretary in 1939. 


SAM SEVERANCE SR. 
LOUISVILLE—Sam M. Severance 
Sr., 66, who retired in 1941 as ad- 
vertising manager and statistician 
with Hillerich & Bradsby Com- 
pany, died at his home here. Mr. 
Severance was managing editor 
of Market Growers Journal for 


10 years before joining the Cour- 
ier-Journal here in 1918, and was 
with the newspaper as state editor 
five years before joining Hillerich 
& Bradsby in 1923. 


MAX A. BERNS 

New RocHe.ie, N. Y.—Max A. 
Berns, publicity manager of the 
Universal Atlas Cement Company, 
died Nov. 19 at his home here. 

Mr. Berns joined the cement 
company in 1913 in Chicago and 
served as publicity manager there 
until moving to New York with 
the publicity department in 1938. 


CHARLES R. BROWN 
Toronto—Charles Raynor 
Brown, 68, retired president of 
Carswell Company, publishing and 
printing firm, died here Nov. 22. 
He had served with the company 
52 years, retiring two years ago. 


Elects Carey President 


Calvert Carey, vice-president in 
charge of manufacturing, has been | 


67 


elected president of Yale & Towne 
Mfg. Company, New York, suc- 
ceeding the late W. Gibson Carey 
Jr. Fred Dunning has been elected 
executive vice-president. Mr. Dun- 
ning also will continue as secre- 
tary and treasurer. 


Adams Elected V.P. 


Fred E. Adams, account execu- 
tive of G. M. Basford Company, 
New York, has been elected a 
vice-president of the agency. 


TYPESETTING WANTED 


We are looking for one or 
two select customers who 
can use a modern, efficient, 
well-equipped typographic 
plant. Equipped for catalog 
and ad work. Please call 
Dolph Crawford, Web. 2419. 


Average Sunday net paid 


circulation from A.B.C. 
Publishers’ Statement 
for 6-month period 
ending Sept. 30. 1947 


NEW YORK 


BOSTON + CHICAGO - DETROIT - 


Average daily net paid 
circulation from A.B.C. 
Publishers’ Statement 
for 6-month period 
ending Sept. 30. 1947 


No other advertising 


media serving 


the great Boston Market reach 
so many so economically. 


Represented nationally by HEARST ADVERTISING SERVICE 


PHILADELPHIA - PITTSBURGH - 


BALTIMORE - LOS ANGELES - 


SAN FRANCISCO - SEATTLE - FT. LAUDERDALE (Fic.) 
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‘Daily News’ Asks 
FM Permit Rehearing 


The New York Daily News 
claimed last week that former 
FCC Chairman Charles R. Denny 
Jr. participated illegally in last 
month’s FCC decision denying the 
News an FM permit for New York 
City. 

Asking reconsideration of the 
decision, the News said the Com- 
munications Act disqualifies any 
commissioner who has a financial 
stake in any of the competing ap- 
plicants in a case. Mr. Denny had 
already announced plans to join 
NBC at the time the FCC made 
its ruling. 


HOSIERY. 
Carrying the Most Product 
Advertising to Hosiery Mills 


KNIT GOODS WEEKL 


ee ; 
Carrying Hosiery Advertising 
to Retailers and Wholesalers: 
Monthly Hosiery Merchandising 
-Section—edited solely for 


Buyers of Hosiery 


KNIT GOODS WEEKLY. 
| Madison Ave., New York 


6 Chicago Dailies 
Start Varityping 
as ITU Strikes 


(Continued from Page 1) 
papers to acquire varityping ma- 
chines. It was apparent last year, 
too, that the International Typo- 
graphical Union would test its 
strength here, both against news- 
paper publishers and commercial 
printers. The Tribune alone has 
60 girls operating the machines. 

Publishers of the six dailies 
affected—Herald-American, Jour- 
nal of ‘Commerce, News, Sun, 
Times and Tribune—were putting 
out as many copies as usual, and 
handling nearly all advertising as 
usual, through Wednesday. De- 
partment stores told AA _ they 
thought they might be able to run 
nearly as much copy as they wish 
till Christmas. Publishers, adver- 
tisers and radio stations were 
unanimous Wednesday that it was 
too early to tell what would de- 
velop. 


~ To build volume caleain ‘48 
_ concentrate your selling 
“attorts in PACKAGING 


Exclusive: 
~ Distributor | 


HEXCO PRODUCTS, INC. 


2711 S. Wabash Avenue 


Deep 
Engraved 
in 
Color 
Lighted 
Non- 
Shattering 


on any light socket. 

WRITE FOR CIRCULAR 

AND PLAN FOR INTERESTING 
YOUR DEALERS 


Chicago 


Mayor Martin Kennelly prof- 
erred his services as mediator be- 
tween the ITU and the Chicago 
Newspaper Publishers Association, 
but neither side had asked him 
to intervene and both consider the 
situation at a real impasse. 

The NLRB, however, may ask 
for an injunction under the labor 
law to stop the strike, according 
to Robert Denham, its general 
counsel. 

As reported previously (AA, 
Nov. 24), Woodruff Randolph, ITU 
president, here to manage the mat- 
ter for the local, insists the union 
will not sign a contract, and wants 
the newspapers to give the wage 
increases involved. The news- 
papers unanimously declare that 
they would violate the spirit if 
not the letter of the Taft-Hartley 
Act’s ban on the closed shop if 
they meet the union demands. 

Fifteen hundred ITU members 
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GUEST SPEAKER—Highlight of a recent luncheon meeting of the Advertising 
Women of New York was an address by Mrs. F. D. Roosevelt. Welcoming her 
to the meeting are left to right: Dorothy Thackrey, president and publisher of 


are on strike. They and other ITU 
members from commercial plants 
here voted 2,330 to 61 early Mon- 
day evening to strike. On final 
refusal of the publishers to put in 
wage boosts, the ITU local presi- 
dent, John Pilch, called the strike 
immediately. 


ITU Has Defense Fund 


The strike promises to be peace- 
ful, at least for a while. Later, as 
Mr. Randolph suggested to union 
/members, the strikers may feel 
‘differently, but the union leaders 
‘hope for a “clean” strike so they 


'will not be subject to legal suits.|by any newspaper, according to 
The ITU president promised that |Mdia Records’ figures. 


‘the national union will help local | 
| members all it can. The union has 
a $167,426 defense fund, accord- 
ing to its monthly report for No- 
vember. However, the ITU ex- 
/ecutive board has power to use 
other funds to support strikes— 
jand has more than $8,000,000 of 
|such funds. 

| Mr. Randolph told members 
| Sunday that they could expect the 
six newspapers to continue print- 
ing issues, although the papers 
|might have trouble getting out 
‘copies after Jan. 3 when their 
/contract with the affiliated mailers 
| union expires. 


Field’s Adds Radio Shows 
A number of advertisers have 


| bought time on Chicago radio sta- 
| tions for the duration of the strike 
|—in some cases for a minimum of 
| five weeks required by stations. | 
| Marshall Field & Co., through | 
|Schwimmer & Scott, has started | 
\four radio programs. These in-| 
| clude a 4:15-4:30 “Dear Public” 
program on WGN; a 2:05-2:30 
|p.m. disc jockey show on WIND; 
|a 9:15-9:30 a.m. “Uncle Mistletoe” | 
|show on WCFL, and eight five-| 
minute news spots on WAIT. 
Balaban & Katz theater chain, 
_many retailers and others also| 
fei bought time. Carson-Pirie- 
\Scott department store is adding 
'a radio program to its regular 
three shows. 
| Network and independent sta- | 
,tions are increasing the number 
of newscasts to cover local news. 
Not much change is needed at, 
|present, however, because the. 
newspapers are publishing about | 
the normal number of pages. The} 
Tribune’s Wednesday edition 
totaled 24 pages and the Thurs- 
day Thanksgiving edition 80— | 
about the same as last year. | 
The dailies all have explained | 
the details of their new produc- | 
|tion method to readers. 


Adds Angel Novelty 


Arthur F. Brown Associates, 
Boston, has been appointed to 
handle the advertising of Angel 
Novelty Company, Fitchburg, 
Mass. A drive will be launched 
to promote chairs and tables to in- 
stitutional users. 


Rommel loins Magazine 
Dave Rompel, previously with 
United Film Service, has joined 
the advertising sales staff of 
Christian Herald in Chicago. 


October Ad Volume 
Sets Many Records 


the New York Post, Mary McClung, president of the Advertising Women off “© Manu 

New York and general manager of the New York Post, Mrs. Roosevelt andame tO the b 

Dorothy Lewis, vice-president of the Ad Women's Club. posed to t 

hile no m 

’ . . ’ the same 1946 period. defend fic 

Chicago Tribune In retail space, the Tribune cag™m™me Seemec 
ried 1,818,690 lines in October, thgpst2/ning 
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largest for any month in its hig 
tory—and 252,811 lines more tha 
in October a year ago, when t 
previous record was set. Reta 
linage for 10 months totals 14,743 
779, up 17%. 

Another record was set for t 


Cuicaco—The Chicago Tribune|month with 1,298,475 lines 4 


carried nearly 4,000,000 lines of| classified ads—more than for aggre the 
advertising in October, setting an|other four dailies here togethegpufacture 
all time record. It was the largest|That figure is four-fifths greatg™e Problem 
volume ever carried in one month|than for October, 1946. In pority of 
months this classification hae the line 
totaled 9,515,757 lines. Depargplate it w 
The Tribune’s previous high had | ment store advertising in Octobqmeau wart 
been in September, when it ran|totaled 682,292 lines—anothegee to tak 
3,688,893 lines. But the October monthly record —and_ for lors. 
volume of 3,969,613 lines was 7.6% | months totals 5,903,762, breaki Comp 
greater and was* 37.2% greater | previous records. 
than in October last year. —————— Behind th 
For the first 10 months this year | Boosts Nighttime Power rom - 
the Tribune’s linage totaled 30,-) : . _fspduction 
473,376, or 4,562,496 over the same) ),,0 4 on EO Ae cea ea on by of the 
period last year and the greatest the Federal Communications Com ling prac 
in its history. By mid-November | mission to increase its nighttimgfed. 
the newspaper passed the 32,800,-| power from 100 watts to 5,00§The bure: 
000-line figure for all of 1946,| watts. The station has been usin§RDGA bul 
when it ranked at the top in |5,000-watt daytime power. FC@ust be ad 
Media Records’ “First 50” report|set Feb. 6, 1948, as the deadlinfflume of ; 
for the year. for completion of improvements. Bade it mor 
IS ial aan d has sh 
More Records -WAFM Appoints Three §&: it seems 
Its general (national) linage in| Jimmy Willson, formerly progf’s as thes 
October was 738,683, the greatest; gram director of Station WAP think th 
of any month in its history. That Se Ce ee oe Our prog 
figure was 41% over the same|.™) ease Atkins, in. WAPI ee 
month of 1946. And for the first 10 | sales department, ‘have  joine 


leading 1 
refused, 
ice to the 
sion wit 
vestigation 
blicity to 
regard ti 
kal bureau 
that fictit 
and dect 


months this year the Tribune’s| warm, WAPI’s FM sstation, 4 
general advertising totaled 5,267,- | station manager, production chi 
686 lines—a fourth more than in| and sales manager, respectively. 
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Here is a salesman that won't take time ou Pe 
Include Cincinnati Blue Ribbon Ad-Clocks '@,.. ot ie 
your next budget for window, counter O"Mi.;, rie 
wall displays. Inexpensive. Effective. ‘hoU™,... anuf: 
sands of dealers have absorbed the cos! Bai. jn. 
these sales makers in their cooperative °'Blun: .i1y ¢ 
plans. The plastic case and dial are © Y™Hrea, belie, 
nated by incandescent bulb. Hands are © istom 
closed by convex crystal. Advertising co lerks 
trademark is fired in ‘‘true’’ ceramic nanu 
Permanency assured. Write for prices induc 
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Susiness Bureau 
sks Radio Makers 
o Ban Fake Offers 


New YorK—The National Bet- 
by Business Bureau last week re- 
prted that it had solicited the 
popperation of 30 radio manufac- 
rers in barring the return of 
ctitious trade-ins by dealers, and 
eatened FTC action if coopera- 
on is not forthcoming. 

The bureau noted the revival of 
8100 for your old radio” offers; 
d “others less fantastic.” Most 
the manufacturers said, accord- 
g to the bureau, that they were 
pposed to the fictitious trade-ins. 
hile no manufacturer attempted 
defend fictitious trade-in offers, 
me seemed doubtful about their 


oy staining if the practice be- 
's hiqgme general, and others pointed 
e thag the difficulty of controlling 
on t puses. 


Local better business bureaus 
so wrote radio retailing outlets, 
king for cooperation of radio 
alers. 

The national bureau does not 
are the pessimism of some 
snufacturers, contending that) 
Me problem can be solved by a/| 
jority of manufacturers hold- | 
g the line, so that those who! 
plate it will be obvious. The 
g@ereau warned that it would ask | 


»them™ec to take action against vio-| 
or tors. oy 
eaki Competition is Keen | 
Behind the bureau’s action lay | 
wer @ Stark marketing fact: Radio| 
ee oduction has hit the point where 
s | of the prewar dog-eat-dog | 
s Comming practices are being re- | 
shttimppred. | 
) 5,00MThe bureau quoted a special | 
n usingRDGA bulletin of Nov. 14: “It| 
FC@ust be admitted that the great | 
eadlinflume of radio production has | 
nents. Bade it more difficult to sell sets 
d has sharpened competition, | 
ree Bi it seems to us that such prac- | 


es as these are not competition. | 
e think they are dishonest.” | 
‘Our program,” said the bu- 
au, “will be to seek voluntary 
‘mperation from any who _ use 
apleading trade-in offers. If it 
refused, we will submit evi- 
ice to the Federal Trade Com- 
ssion with the request for an 
vestigation. We also may issue 


regard to specific offenders.” 
kal bureaus will advise the pub- 
that fictitious trade-ins are un- 
rand deceptive. 


May Use Pledge 


On the other hand, for manu- 
turers who collaborate with the 
teau, the bureau offers the fol- 
‘ing statement for use in ad- 
tising or literature: 

‘Manufacturer subscribes to the 
ty advocated by the National 
tier Business Bureau of avoid- 
E the use of fictitious trade-in 
°wance offers as a means of 
éuising price reductions or of 
Pucing deceptively inflated prices 


heir intended level, or for any 
&r nisleading purpose.” 
‘k The bureau also noted and com- 
‘me ov nde ' the recent FTC complaint 
locks | & leo) which barred sales 
ter an ay or retail clerks where com- 
Thou. lines were involved. If 
& + g Her ‘anufacturers are carrying 
ap le _ lar contests, they “should 
ive ‘O“Hunt rily cease and desist,” the 
e | ‘UM Eres. believes. 
ar e Yo 


istomer should have to ask 
lerks, the bureau said, 
nanufacturers are offering 
inducements to you today 

their goods at the ex- 


brands are being sold 


blicity to the trade and public | 


their competitors?” or | 


One of the postwar ad problems 
in the southern California area 
concerns the mushrooming of one- 
man agencies, house agencies, etc. 


So many “advertising agencies” 
have developed in the Los An- 
geles area recently that older, 
stable agencies are deeply con- 
cerned about the situation, as are 
media which are having increas- 
ing difficulty with credit risks. 
Both agency groups and media 
groups are attempting to stabilize 
the situation before serious dam- 
age is done to the entire advertis- 
ing structure. 
of 
In all the discussions about 
Ethyl and the new Du Pont com- 
petitive product, no one seems to 
have bothered to point out that Du 
Pont has a substantial interest in 
Ethyl Corporation. 
Ethyl is owned jointly by Gen- 


% * 


eral Motors and Standard Oil of 
New Jersey . .. and at the end 
of last year Du Pont owned 10,- 
000,000 of the 44,104,340 shares of 
General Motors common _§ stock 
then outstanding. 
cS * * 
Tooth brush manufacturers who 
|'welcomed nylon bristles are now 
not at all so sure they like them. 
Trade reports have it that the 
synthetic wears so well that tooth 
brush sales have dipped almost 
50%. 
* 
Coronet, which will carry ad- 
vertising for the first time in its 
March, 1948, issue, is approaching 
the Jan. 1 deadline with a sur- 
prisingly large volume of business 
signed up on a schedule basis. It 
is reported that about 18 accounts, 
running in full-page space, includ- 
ing all of the four-color available, 


* * 
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will be represented. The magazine | term agreements to aid the indus- 
is now a member of the ABC and try group in negotiating with pub- 


will issue an initial circulation re-|lishers and foreign societies. 
port covering the last six months | 


of 1947. 


Names Mackenzie, 


Drops Resort Account 
Roderick G. Mackenzie has been 
named manager of the furniture 
advertising division of Webber 
Advertising Agency, Grand Rapids, 
Mich. He will also be account 
executive on several furniture ac- 
counts. Before joining the agency, 
Mr. Mackenzie was editor of Cos- 
grove’s Magazine, Grand Rapids. 
Webber has resigned the account 
of West Michigan Tourist and Re- 
sort Association, Grand Rapids. 


BMI Asks Broadcasters 
for Long-Term Contracts 


Broadcast Music, Inc., last week 
moved to extend its contracts 
with radio stations beyond 
the present expiration date of 
March, 1950. A letter from Carl 
Haverlin, BMI president, asked 
station managers to re-sign long 


The 
four networks extended their con- 
tracts with BMI through 1959 in 
Atlantic City last summer. 

Mr. Haverlin pointed out that 
ers American Society of Compos- 


| 


ers, Authors and Publishers has 
| contracts with its members run- 
‘ning until 1965 and with the 
‘broadcasters (with an automatic 


|option) lasting until 1959. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America’s 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 
® Research Co, of America on brand 
preferences of Negroes from coast to coast. 


Write now for this free information. 


~—and here’s the intensive, regional _ 
coverage necessary for selling the _- 


FASTEST-GROWING BUILDING 


SUPPLY MARKET IN THE 


4  COUNTRY—THAT'S US! 


Tuer Souru AND SOUTHWEST is a vast area of 


limited 


metropolitan centers interlaced by 


thousands of small towns . . . and widely scat- 
tered building supply outlets. 

Many are large dealers. Many are small. All 
are important. Together, they supply the 
market that leads the nation in new building 
construction. More than one-third the coun- 
try’s residential. More than one-third the 
total farm. 

A check of Standard Rate & Data will show 
you that only SourHERN BurLpinc SupPLies 
provides coverage commensurate with the 
market’s inviting sales opportunities. With 
9,750 copies monthly, SBS carries your 
product story to the 8,842 rated retail and 
wholesale lumber and building supply dealers 
throughout the 19 Southern and South- 
western states. 

Capitalize on the tremendous Southern 
building program—focus your advertising on 
the Southern market through SBS. 


SOUTHERN BUILDING SUPPLIES 


Grant 


SOUTHERN BUILDING SUPPLIES 
SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN POWER and INDUSTRY 
SOUTHERN HARDWARE 
ELECTRICAL SOUTH 

TEXTILE INDUSTRIES 


on their merits?” 


Building ¢ Atlanta 3, Georgia 


® Each dot represents a city 
or town where SBS has readers 


HERE'S WHERE YOU CAN 
MAKE SALES THE YEAR 
‘ROUND—NO WINTER 
BUILDING SLUMP! 


South and Southwest 


BUILOING SUPEITESS 
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Abbott and Costello 
Set Kids’ Program 

Abbott and Costello will begin 
their new Saturday children’s 
show over ABC on Dec. 6. Young 
radio, stage and screen stars will 
be featured on the show, which 
will originate from the Lou Cos- 
tello Jr. Foundation in Hollywood. 
Time is 11 a.m., EST. 

Highlight of the weekly broad- 


cast will be the presentation of | 


a $1,000 bond to the American 
youngster who is outstanding in 
combating juvenile delinquency. 
There also will be prizes of play- 
ground equipment and_ school 
scholarships. 


Launches Letter Contest 


The 12th annual gold medal 
award competition for the best 
business letters of 1947 has been 
launched by Dartnell Corporation, 
Chicago. Successful business let- 
ters of all types are considered. 
Twenty gold medal awards will 
be given. All entries must be re- 
ceived at the Chicago offices of 
Dartnell on or before Jan. 31, 
1948. 


SUREST, AND 
LOWEST-COST 
—  — 


| best prospects in 
both “big” and “little” 


business | 


ACK in 1942, when The Wall 
Street Journal’s circulation 
was 35,000, advertisers agreed 
that it reached the top decision 
makers of important industries. 


Today, with more than 115,000 
daily subscribers — The Wall 
Street Journal’s readership is 
just as influentially concentrated 
as ever. This substantial increase 
has come mainly from the heads 
of and a 
deeper penetration among the 
operating executives of larger 
companies. 


smaller businesses 


Now, your best prospects in both 
“big” and “little” business read 
The Wall Street Journal. 


Why do executives in all types 
of business subscribe to The 
Wall Street Journal? 
they need its daily reporting and 


Because 


interpretation of business news 
to guide their decisions. They 
columns thoroughly 


read its 


every day. Reader traffic aver- 


ages 75.6% per page. 


The Wall Street Journal reaches 
more decision-makers per adver- 
tising dollar than any other pub- 
lication — newspaper or maga- 


zine. If you advertise to business 
The Wall Street Journal should 


head your list. 
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RED AND BLUE, BRIGHT AND NEW—Maximum color and eye appeal have 

been added to C. A. Swanson & Sons’ canned 

label and, especially, by thescellulose acetate lamination of the labels, which 
permits brilliant color and photo reproduction (AA, Nov. 10). 


He we 


oultry foods by its redesigned 


Other Appliances 
Win a Mention in 
Proctor Campaign 


PHILADELPHIA—Dealer tie-in ad- 
vertising will feature the sugges- 
tion, “Proctor and other nationally 
known appliances,” this year in a 
new kind of Christmas promotion 
set up by Proctor Electric Com- 
pany. 

The campaign, supported by na- 
tional advertising in magazines 
and newspapers, was designed to 
step up floor traffic in dealer stores 
by giving a boost not only to Proc- 
tor appliances but to those of 
'other leading manufacturers. This 
| marks the first time that the com- 
‘pany has entered the newspaper 
advertising field on a _ national 
scale. 

The company’s promotional 
package for stores, called “Ways 
to Please a Lady,” includes along 
with a variety of material, display 
|ideas and suggestions, a large win- 
dow banner urging “Proctor and 
|other nationally known appli- 
ances” as the best ways to sur- 
|prise the ladies at Christmas time. 
Distributors’ salesmen have been 
| provided with an elaborate adver- 
tising mat guide, with provision 
made in each ad for the retailer 
'to include whatever other nation- 
‘ally advertised appliances he is 
| promoting in his store. 


Starts in ‘This Week’ 


The Christmas. schedule _in- 
|cludes a full-color ad in the Dec. 
7 issue of This Week Magazine, 
|plus 980-line ads in newspapers 
of more than 300 major cities 
| throughout the country. Proctor 
| dealers in small towns not covered 
| by these dailies will be backed by 
newspaper ads Dec. 8, 9 or 10. 
The Dec. 6 Saturday Evening 
Post will inaugurate the magazine 
series with a four-color spread 
featuring Proctor’s new Color- 


The dealer promotional package 
lists 100 ways in which to use 
available display material; coded 
diagrams showing suggested win- 


gift wrapping paper featuring the 
promotional theme and the com- 


|pany name; giveaway literature; | 


easel-type display cards, and the 
| window banners. 


| Schaible Names Mueller 


Clifford B. Mueller Jr., former 
manager of the manufacturing 
isales division of the Schaible 
Company, Cincinnati, has been 
| appointed general sales manager 
of the company, succeeding Sid- 
i'ney A. Mullikin, who has resigned 
to start his own business in an- 
other field. 


‘Old’ Color May 
Be Right One, 
Cheskin Says 


New York— Though color is 
known to add power to advertis- 
ing, its actual choice still is de- 
termined largely by personal taste 
and judgment, Louis Cheskin in- 
sists in his new volume on “Col- 
ors: What They Can Do for You.” 

Color users, says Mr. Cheskin, 
“have had no way of knowing, 
except through trial and error, 
which color or combination of 
colors would be most effective for 


Guard toaster and Never-Lift iron. | 


dow, counter and floor displays; | 


a particular ad. 

“In selecting color, advertising 
executives often ‘feel their way.’ 
Art directors use their best judg- 
ment and are guided by their own 
experiences. Fundamentally, the 
personal taste of the art director 
or advertising executive prevails.” 

Often the color and layout are 
changed merely to “get something 
new,” he continues, and these 
changes, too, are based on per- 
sonal judgment. 


May Not Appeal 


“But a new color scheme will 
not necessarily appeal to the gen- 
eral public more than the old 
one,” he warns. “Nor is the ad- 
vertising executive’s favorite color 
necessarily the favorite color of 
the people the advertisement is to 
reach. The fact that he is tired of 
the same old color does not mean 
that the public is. Therefore, al- 
though it may be advisable to 
strike a new note with a new ad, 
a new color scheme can often re- 
sult in failure.” 

Though admitting that there is 
no hard and fast rule applicable to 
the use of color in advertising, 
the author, who is associate direc- 
tor of the Color Researcn Institute 
of America, presents briefly case 
histories of the use of color ad- 
vertising in magazines, newspapers 
and catalogs which shot company 
sales up as much as 500%, and 
changes from black and white to 
|color in direct mail which boosted 
|returns as much as 450%. 

The 330-page volume is pub- 
\lished by Liveright Publishing 
|\Company at $5. 


Joins Hunter Screen 


Walter C. Rogers, former ac- 
/count executive of Sheldon, Quick 
& McElroy, New York, has joined | 
the sales staff of the Hunter)! 
Screen Unit, New York. 


} 
Sets Institute Date 


The 35th annual Newspaper In- 
stitute, sponsored by the Univer- 
sity of Washington School of Jour- 
nalism, will be held in Seattle 
Jan. 22-24. 
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Federal Market 
Data ‘Guide’ 
Shows Sources 


WASHINGTON — A new publica- 
tion now being distributed by the 
Department of Commerce pro- 
vides a list of 45 primary govern- 
ment and private sources of facts 
useful to research experts in esti- 
mating market potentials of the 
various counties of the U. S. 

Called “Guide to Marketing Data 
Available for All Counties in the 
United States,” it provides pro- 
cedural “know how” for market- 
ing men, and a checklist of infor- 
mation sources for all business 
men interested in bringing their 
factual knowledge of markets up 
to date. 

Pointing out that “all sections 
of the country did not share alike 
in the substantial increase since 
1939 in disposable income, pro- 
duction and consumption,” the de- 
partment concedes that it lacks 
facilities for issuing in a single 
publication all data available for 
the various counties. 


Decides on ‘Guide’ 


In lieu of such a publication, 
it decided on a “reference guide” 
designed to show the sources from 
which the county data may be se- 
cured. 

The guide, prepared by Paul 
Anderson and Lois E. Randell of 
the Marketing Division, Office of 
Domestic Commerce, holds that 
the county unit is “a most prac- 
tical unit for use in market meas- 
urement.” 

With the county unit, it is pos- 
sible to compile a state or na- 
tional total without overlapping. 
Moreover, the counties can be 
combined at will into convenient 
trading areas or sales territories. 

The publication also gives esti- 


mates of the importance of such 
factors as population, employment, 
income payment and bank de. 
posits as in various types of mar. 
ket analysis. It explains tha; 
various types of indicators mus 
be combined according to the 
product or market problem. 


Elliott Heads Kaiser's 
New York Office 


Robert C. Elliott, industria 
editor of the San Francisco News 
has become executive assistant t, 
Henry J. Kaiser, industrialist, ang 
will manage the Kaiser New York 
office at 314 British Empire build 
ing, working with 28 Kaiser com 
panies. Mr. Elliott was awarded 
the Oscar of manufacturers and 
the city of San Francisco this yea 
as “the newspaperman who con 
tributed most to the industrializa 
tion of the West.” 


Plugs Pitco Frialators 
J. C. Pitman & Sons Sales Cor 


poration, Lynn, Mass., throug 
Cory Snow, Inc., Boston, ha: 
launched a campaign in Good 


Housekeeping promoting its Pitca 
Frialators, deep-fat fryers foy 
clubs, restaurants, hotels, etc. Thg 
company also is offering decal; 
to establishments that have Fria 
lator installations. 


Promotes ASR Lighter 


American Safety Razor Corpora 
tion, New York, is using full-page 
advertisements in Life, The N 
Yorker, an undetermined num 
ber of newspapers, and coopera 
tive newspaper advertising wit 
retailers for its new ASR lighter 
Agency is Federal Advertising 
New York. 


K&E Ups Brew, Braun 


John Brew, vice-president and 
account executive on the Kellogg 
account, and Joseph P. Braun 
vice-president and media director 
have been elected directors o 
Kenyon & Eckhardt, New York. 
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-Small cash 


of people. 
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It costs comparatively little to advertise in 
THE ROTARIAN. 


But it so happens that its 250,000 sub- 
scribers are hand-picked for leadership in 
their communities, and that they influence 


the thought and buying habits of millions 


Reach one of them and you start circles 
of influence that radiate outwardly like 
those of rocks dropped into a mill pond. 


In short: big splash—small cash. 
D. Sadurship cinewhation 


Rotarian 


35 E. Wacker Drive, Chicago 1, Minels 
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Last Minute News Flashes 
To Promote New Deep-Well Cooker in ‘48 


Eau CLairE, Wis.—National Pressure Cooker Company, maker of 
Presto cookers, plans an extensive sales promotion, advertising and 
merchandising campaign, starting in January, to introduce a néw 
deep-well cooker. It will be featured in household ranges of leading 
manufacturers, and will retail at $16.95 when sold separately. Company 
executives say new products planned in 1948 will boost sales well 
above the present $51,000,000 a year volume. 


Armour’s ‘Hint Hunt’ Takes Full CBS Network 
Cuicaco—“Hint Hunt,” which started as a 15-minute show over 
several midwestern stations boosting products of the Armour & Co. 
soap division, last week added the West Coast CBS stations to complete 
its coast-to-coast hookup. The program is now 25 minutes in length 
with the first 15 minutes paid for by the packing house and the re- 
maining 10 by the soap division. Foote, Cone & Belding handles the 


account. 


Munson Shaw Boosts ‘48 Ad Budget 


New YorK—Munson G. Shaw Company, 


spirits importer, will 


increase its 1948 appropriation and has scheduled advertisements, 
through its newly appointed agency, Henry A. Loudon Advertising, 


New York, in Collier’s, Gourmet, 


Fortune, Life, New York Times 


Magazine, The New Yorker and Time for Noilly Pratt vermouth during 
1948. Schedules on other Shaw products have not been determined yet. 


Plans Test Campaign for Vichy Pastilles 

GLENBROOK, Conn.—The Taylor-Reed Corporation, through its newly 
appointed agency, St. Georges & Keyes, New York, will begin a test 
campaign for its new product, Vichy Pastilles, anti-acid tablets, Jan. 12 
in the New York market and one other city, using newspapers and 


spot radio. 


Random House, Shops Promote Dictionary 

NEw YorK—Random House, New York, and local book shops in 300 
cities will share the cost of newspaper advertisements promoting the 
new Random House “American College Dictionary.” Agency is Suss- 


man & Sugar, New York. 


Swans Down Cake Mix Promoted in East 


EVANSVILLE, 


Inp.—Iglehart Brothers, 


division of General Foods 


Corporation, New York, is using newspapers and spot radio in eight 
eastern markets, introducing the new Swans Down instant cake mix. 
Agency is Young & Rubicam, New York. 


Brown May Head ANA Radio Council 

New YorK—Thomas Brown, account executive of Dancer-Fitz- 
gerald-Sample, reportedly will be named as the first executive director 
of the Radio Council of the Association of National Advertisers. 


Personnel Holds 
Key to Future, 
Goshorn Insists 


Cuicaco—The most important 
phase of agency management “is 
the management of personnel,” 
Clarence B. Goshorn, president of 
Benton & Bowles, New York, told 
advertising executives here Nov. 
21 at the management meeting of 
the Four A’s Central Council. 

“Not only is personnel two thirds 
of our expense,” he explained, “it 
is two thirds of our substance and 
our stability. It is better to offer 
careers in advertising rather than 
advertising jobs—careers with dig- 
nity, stability and security.” 

Much has been done along these 
lines since 1939, he added, with 
the money spent for employe in- 
surance and other benefits having 
grown to a “significant amount.” 

Two other tendencies contrib- 
uting to stability in agency busi- 
ness, Mr. Goshorn said, are a wider 
participation in stock ownership, 
and the building up of surplus for 
the purchase of the stock of re- 
tiring principals. 

Discussing higher costs and 
mounting prices, the B&B chief 
warned that “it is increasingly im- 
portant to scrutinize our expense 
and balance sheets and to make 
sure there is a margin between 
our costs of producing the services 
we sell and the income we derive 
from them.” 

Walter Seiler, president of Cra- 
mer-Krasselt Company, Milwau- 
kee, and Central Council chair- 
man, presided at the one-day ses- 
S101. Frederic R. Gamble, Four A’s 
president, led a closed panel dis- 
cussion on agency costs and net 
rey enues, 


Appoints Overseas 

verseas Publications, Inc., Chi- 
Caso, has been appointed United 
tates representative for the 
British Empire Trade Index,” a 
ctory of manufacturers, serv- 
and distributors in the British 
monwealth. 


— 


Stanback Plans 
15-Minute Show 


Satissury, N. C.—Starting Dec. 
15, Stanback Company Ltd, 
maker of Stanback headache 
powders, will depart from a 17- 
year policy of using spot an- 
nouncements exclusively in the 
radio field to air a new quarter- 
hour program, “The Peter Donald 
Show.” 

Budget for the campaign ex- 
ceeds $1,000,000, according to John 
J. Larmer, president, Piedmont 
Advertising Agency, which han- 
dles the account. It calls for five 
nighttime broadcasts weekly of 
the transcribed show on regional- 
type stations in more than 60 ma- 
jor markets. Contracts are being 
placed on a 52-week basis. 

The new show stars Peter Don- 
ald, yound story teller and dialee- 
tician heard on “Can You Top 
This?” and also as Ajax Cassidy 
in the Fred Allen show. 


Boyles Offers Info 
on Free Publicity 


George Boyles, Advertising, 1006 
Portage St., Kalamazoo, Mich., has 
prepared ‘“Free- Publicity Data 
Books” that tell what kind of re- 
leases business papers, consumer 
publications and farm _ publica- 
tions (domestic and foreign) will 
print. Included are the type and 
length of material wanted, type 
of illustrations accepted, and the 
department or editor to whom the 
releases go. The business paper 
directory, alphabetically arranged 
under 168 market classifications, 
is priced at $25. The consumer 
and farm listings sell for $10 and 
$5, respectively. 


Names Lynge Ad Chief 


Carl M. Lynge Jr., formerly 
sales promotion manager of A. C. 
Sanger & Co., has been named ad- 
vertising manager of Waring Prod- 
ucts Corporation, New York, 
(Waring Blendor and Waring 
steam iron) and of Winsted Hard- 
ware Mfg. Company, (Durabilt 
irons), subsidiaries of Reeves- 
Ely Laboratories, Inc. 


Nielsen to Reveal 
‘Top 20° Radio 
Ratings Each Week 


(Continued from Page 1) 


The figures shown on this page 
cover the week of Oct. 19-25, ex- 
cept for the material on cumula- 
tive audience, which is based on 
the latest available data. No fig- 
ures are shown for cumulative 
audience for evening programs for 
this period, since many evening 
shows were too “new” to develop 
accurate cumulative figures. 

All the figures are based only on 
half-hour, once-a-week evening 
shows, and on 15-minute, five- 
times-a-week daytime shows; con- 
sequently 15-minute evening 
shows such as Winchell’s are not 
taken into account. 


Show ‘Homes per Dollar’ 


The total audience figures show 
total number of listeners to any 
portion of the broadcast; average 
audience figures show the average 
size of the audience, minute by 
minute, during the entire program. 
Cumulative audience shows audi- 
ence build-up during a four-week 
period. The “homes per dollar” 
reached is a relation between audi- 
ence and program cost, computed 
on the basis of time charges plus 
talent costs. Talent costs reported 
by Variety are used in these com- 
putations. 

Nielsen ranks Fibber McGee 
and Molly tops in total audience 
(24.8) for the Oct. 19-25 period, 
as well as in average audience 
(20.5). Second in both is Amos 
’n’ Andy, with 23.8 and 19.3 re- 
spectively. Chase & Sanborn’s 
show, with 23.1 and 17.7, is third, 
while Truth or Consequences is 
fourth in total audience with 22.8 
and fifth in average audience, with 
17.4. Bob Hope is fifth in total, 
with 22.5, and fourth in average, 
with 17.6. 


‘Homes Per Dollar’ Interesting 


(The startling Nielsen figures, 
however, show up in the “homes 
per dollar” rating. In nighttime 
shows, six “unknowns” top the 
heap. Curtain Time _ gets 572 
homes per dollar; Big Town, 490; 
Famous Jury Trials, 458; Fat Man, 
456; Nick Carter and Date With 
Judy, each 455.) 

In this category of “homes 
reached per dollar,’ the daytime 
soapers make all the big-name 
night shows look sick by com- 
parison, although it should be re- 
membered that night shows get 
a much larger average audience 
per set than daytime shows. 

Nevertheless, the Nielsen figures 
show that the 20th ranking day- 
time show (Just Plain Bill) gets 
806 homes per dollar, while the 
first ranking nighttime show gets 
only 572. Big Sister, first ranking 
day show, rates 1,264 homes per 
dollar. Following, in order, are 
Aunt Jenny, 1,164; Our Gal, Sun- 
day, 1,145; Ma Perkins (CBS) 
1,144; Helen Trent, 1,108; Rose- 
mary, 1,069; Grand Slam, 1,040; 
Right to Happiness, 1,009; When a 
Girl Marries, 1,000. 


Opens Picture Contest 


The Publicity Club of Chicago 
has launched a publicity picture 
contest, limited to its members. 


Entries may be submitted in one} 
or more of four classifications: | 
news, feature, pictorial and cheese- | 


cake, and should be sent to Mari- 


lew Lowry, PCC Picture Contest | 
Editor, Encyclopaedia Britannica, | 


20 N. Wacker Dr., Chicago 6. The 
deadline is 4 p.m. Jan. 15. 


Rosenthal Joins R&R 
Ralph J. Rosenthal has joined 


Ruthrauff & Rvan, Chicago, as an) 


account executive. 


“Top 20” Evening 
Total Audience 


Ee 

be 
Rank Program oe 
1 Fibber McGee & Molly..... 24.8 
rk Se) eae 23.8 
3 Chase & Sanborn Program. 23.1 
4 Truth or Consequences... 22.8 
B&B 2 areas 22.5 
6 Fitch Bandwagon .......... 22.5 
7 Fred Allen Show ......... 22.3 
8 Life of Riley ............. 21.6 
De BOs devccsiceweccx 21.3 
10 Duffy’s Tavern ............ 20.5 
59 ENE EEN. tg sden0s dee aoe 20.3 
12 My Friend Irma .......... 19.5 
13 Adv. of Same Spade....... 19.5 
14 Date with Judy ........... 19.5 
15 Inner Sanctum ............ 19.3 
16 Great Gildersleeve ........ 19.3 
17 Your Hit Parade .......... 19.1 
18 Kraft Music Hall ......... 19.0 
Oe: . Cy cachacchy kb cae viens 18.9 
20 Mr. District Attorney...... 18.7 


“Top 20” Evening 
Average Audience 


z 

St 
Rank Program ox 
1 Fibber McGee & Molly .... 20.5 
Bc GE Te EE saasedeesss 19.3 
3 Chase & Sanborn Program... 17.7 
i 5 Sa ee 17.6 
5 Truth or Consequences..... 17.4 
ff Eee 16.7 
1 Fred Allen Show .......... 16.4 
BP ED on cvcicnccesen 16.1 
mg | eee 15.9 
10 Fitch Bandwagon .......... 15.4 
11. My Friend Irma .......... 15.1 
12 Mr. District Attorney ..... 14.9 
Se 2 OS 14.6 
14 Duffy’s Tavern ............ 14.5 
15 Adv. of Sam Spade........ 14.3 
Oe CD ade ens Gases viens 14.3 
17 Your Hit Parade .......... 14.3 
18 Kraft Music Hall ......... 14.3 


19 Inner Sanctum 
20 Great Gildersleeve 14.1 
“Top 20” Evening 


week of Oct. 19-25. 
“Top 20” Evening 


3 

z& 

Rank Program z= 
i = | Xa ce 572 
DE binds i04se0d+000 490 
3 Famous Jury Trials ...... 458 
PE Pere 456 
DW 4S ia ceintasceas 455 
6 Date with Judy .......... 455 
FT) QE, © edn ecdecs0Kess 447 
8 Crime Photographer ...... 442 
9 Inner Sanctum ............ 435 
10 Break the Bank ........... 423 
11 Adventures of Sam Spade .. 416 
12 My Friend Irma .......... 398t 
13 Manhattan Merry-Gu-Round. 386 
14 Truth of Consequences..... 382t 
Oe OF ere 379t 
Se reer re 372t 
vf = 3, BPeprrrreere 372 
of 8 ear 370t 
19 Murder & Mr. Malone..... 367 
20 Mr. District Attorney .... 366f 
“Top 20” Daytime 

Total Audience 

ee 

2 

= 

Rank Program ox 
1 Right to Happiness ....... 10.2 
2 Pepper Young’s Family ... 9.9 
SD Gr Bi ee ccccceces 9.3 
4 Backstage Wife ........... 9.3 
5 When a Girl Marries ..... 9.1 
DP He 6b sédwcsodaccave 9.0 
7 Wendy Warren ............ 8.9 
a. rere 8.8 
.  ° er ee 8.7 
Se SN ED bcc cccecessas 8.6 
BEe TEM acecsccscceciios 8.5 
et OS 3 eres 8.5 
13. Widder Brown ............ 8.4 
14 Ma Perkins (CBS) ...... 8.1 
15 Ma Perkins (NBC) ....... 8.1 
16 Portia Faces Life ......... 8.0 
Te BAPGROD BURES ccc cccccess 7.5 
18 Joyce Jordan ............. 1.5 
19 Breakfast Club (Philco) .. 17.3 
20 Life Can Be Beautiful.... 7.2 


“Top 20” Daytime 
Average Audience 


Current 
Rating 


Rank Program 
1 Right to Happiness 
Our Gal, Sunday 
Pepper Young’s Family .... 
Backstage Wife 
When a Girl Marries 
Rosemary 
Helen Trent 
Stella Dallas 
9 Big Sister 
10 Aunt Jenny 
11 Widder Brown 
| 12 Ma Perkins (CBS) 
113 Road of Life 
| 14 Wendy Warren 
Ma Perkins (NBC) 
| 16 Portia Faces Life 
147 Lorenzo Jones 
| 18 

19 Dr. 
20 Guiding Light 


anerunnewn 
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Cumulative Audience 
No Ranking Shown for Evening Programs 


NRI Homes Per Dollar 
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Nielsen Figures on Top-Rated Shows 


All figures copyright by A. C. Nielsen Company 
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“Top 20” Daytime 

Cumulative Audience 
Rank Program 
1 Lum ‘N’ Abner. 
2 Wendy Warren. 
3 Jack Berch. 
4 Pepper Young's Family. 
5 Stella Dallas. 
6 Backstage Wife. 
7 Right to Happiness. 
8 Breakfast in Hollywood (P&G). 
9 Our Gal, Sunday. 
10 Widder Brown. 
11 Ma Perkins (NBC). 
12 Lorenzo Jones. 
13. When a Girl Marries. 
14 Breakfast Club (Philco). 
15 _ Breakfast in Hollywood (Kellogg). 
16 Road of Life. 
17 
18 
19 
20 


Laura Lawton. 

Ma Perkins (CBS). 

Big Sister. 

Today's Children. 

“Top 20” Daytime 
NRI Homes Per Dollar 
. & 3 
2i8 

Rank Program zr ra) 
i + ae 1264 +14 1 
ee errr 1164 4a ft 
S Ger Gal, Bote. ....<ccccc 1145t —60 2 
4 Ma Perkins (CBS) ....... 1144 —49 «3 
Ree 1108 +36 5 
> > ery eer 1069 +25 8 
ae 2 eee eS 1040 +95 11 
8 Right to Happiness ...... 1009t +56 10 
9 Girl Marries, When A...... 1000t —55 6 
10 Doctor Malone ............ 996+ —55 1 
11 Pepper Young’s Family . 969t +52 15 
12 Backstage Wife ........... gi7t —18 13 
13 Portia Faces Life ........ 872+ —120 9 
i "aaa esst —29 18 
1§ Guiding Light ............ s57t +38 20 
16 Widder Brown ............ e45t —111 12 
17 Front Page Farrell ........ 835t a ad 
18 Breakfast Club (Philco)... 813 ° 
19 Ma Perkins (NBC) ....... sost —17 19 
23 Plain Bill, Just ........... 806+ —120 14 


*Not ranked in “Top 20°’ in preceding report. 

tComputation is based on non-contiguous rate, 
although sponsor is earning the lower, contiguous 
rate. 

NOTE: Program selections for cumulative audi- 
ence ranking are necessarily made from those firo- 
grams which were broadcast during each of the 
latest four measured weeks. At certain times of 
the year, this type of ranking is impracticable, 
because of the large number of program and time 
changes. 


Select IPI Essay Judges 


Five judges who will select 30 
national prize winners in the 12th 
annual IPI essay contest, spon- 
sored by International Printing 
Ink in cooperation with the Na- 
tional Graphic Arts Education As- 
sociation, have been announced. 
They are: Harry L. Gage, vice- 
president of Mergenthaler Lino- 
type Company, chairman for the 
12th consecutive year; David W. 
Armstrong, executive director of 
Boys’ Clubs of America, Inc.; John 
Kieran, editor of “Information 
Please Almanac”; Dean John E. 
Orchard, School of Business, Co- 
lumbia University, and Charles E. 
Wilson, president of General Elec- 
tric Company. The subject of the 
‘essay is “Printing and a Free 
| Economy.” 


Sioux City Paper Shows 
Promotion Film 


A promotion film on the Sioux 
City area as a market, created by 
Walter Sotherland, advertising 
manager of the Sioux City Jour- 
nal-Tribune, was shown to New 
York sales executives and adver- 
tisers last week. 

The 30-minute film was pre- 
sented at a three-day luncheon 
series given by Jann & Kelley, 
New York, representative of the 
Sioux City Journal-Tribune. It 
was subsequently shown in Chi- 
cago under the same auspices. 


Westinghouse Files for 
Video Station 


Westinghouse Radio Stations, 
Philadelphia, has filed an applica- 
tion with the FCC for a television 
outlet, KDKA-TV, to operate on 
channel No. 6 in Pittsburgh. This 
| would be the second television 
| station for the company. The first, 
| WBZ-TV, is under construction 


in Boston and is expected to go 
on the air early next year. 


FR Names Smith 


Walter H. Smith, formerly with 


§| Young & Rubicam and Columbia 


| Artists, Inc., New York, has been 
|appointed assistant to the presi- 

dent of the FR Corporation, New 
| York, manufacturer of Scoop. 
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WHAL AN AD 


| FR. ADVERTISING 


205,822 lines of advertising 


256 pages 


281 advertisers 


appeared in the Third Annual Study of Brands in WOMEN’S WEAR DAILY NOVEMBER 25th 


76,106 lines of advertising 


96 pages 


89 advertisers 


_ appeared in the Third Annual Study of Footwear Brands in WOMEN’S WEAR DAILY NOVEMBER 28th 


What an ad for advertising, as used by the great women’s and children’s wear, fabric and footwear 
industries, third largest in America! 


These mammoth issues proved two things: 


1. That these industries realize the vital importance of protecting their brand names in these times of 
stiffening competition. 


2. That Women’s Wear Daily is recognized as the most effective medium to use for brand advertising 
that seeks strong retail store support. 


3. Impressive as these issues were, however, the large volume of DAILY brand name advertising 
Women’s Wear Daily proves that the fashion industries see ‘brand insurance” as a day-in-day-out jo. 


WOMEN’S WEAR DAILY, The Retailer’s Daily Newspaper, 
Fairchild Building, 8 East 13th Street, New York 3, N.Y. 
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